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We’ve put you in a position to meet competitive prices on Auger Bits and 
now you can sell the new Supirwin Driver, the best we make, at the same 
prices ordinary screw drivers are sold. 


The cut-a-way view of the Supirwin at the left, is conclusive proof that we 

are furnishing you with a driver that has all the better construction features 

built into one driver. Large special shape handle. Unbreakable ferrule 
turned from a solid bar of steel, NOT a stamping. Chrome 
nickel Molybdenum steel blade, all the way thru handle with 
winged cap at end. Not a single feature was overlooked in 
making Supirwin America’s outstanding Screw Driver. 


To make it worth your efforts in helping us introduce the 
new Supirwin we are willing to give you an “extra margin of r 
profit beyond your regular mark-up.” The price you pay is no 
more than you would regularly pay for ordinary drivers. r 


Supirwin re a Special Introductory Assortment 
ee 4A, Offer No. DL12 . 


@ Large, special shape, clear 
lacquer finish hardwood handle. 
Deep machine cut flutes. =. = 
@ Ferrule turned from solid bar SS - : | quantities and sizes: one 2”, one 3”, three 4”, four 5” 
of steel, NOT a stamping. Will j 
not break or loosen. Securely : 
pinned thru handle and blade. f° value $5.15. Packed with each assortment you'll find 
@ Blade made from chrome ‘ . 

nickel Molybdenum steel, hard- s 

ened and drawn to exact speci- SUPIRWIN DL12 
fications. Exceeds U. S. Gov- ASSORTMENT 
ernment bending and twisting 

pressure requirements. Extends 

completely thru handle with 


Consists of 12 Supirwin Drivers in the following 
and three 6”. All good fast selling sizes. Retail 


descriptive folders, window signs and an attractive 


display card to help you sell them more quickly. 





heavy winged cap swedged on : You'll Get a Real Profit Surprise When You Ask Your Jobber For : 
at end. Highly polished. ‘ . P 7 
Supirwin No. DL12 Assortments. 
i. 
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FOR YOU... 


An initial sale to each of your bolt-using 
customers. That’s all you need do to insure ’ 
steady sales of bolts, nuts, rivets and lag screws — if 
the line you stock is Republic UPSON Quality. 
Republic headed and threaded products for the 
hardware trade are made to the same rigid specifica- 
tions that have made the name “UPSON” a by-word 
in every branch of industry. Heads are full and square 
—will not wrench slip. Shanks are true to size and 
strong. Threads are clean, sharp and free-running. 
Once a customer uses Republic UPSON Quality 
bolts, he’ll come back for more—for other hardware 
items, too. There’s a complete line to meet his every 


need. Ask your jobber for UPSON products, or write us. 





UPSON headed and threaded items are packaged 
in clean, attractive boxes of modern design. Easy-to- 
read labels quickly identify contents. Your shelves 
and displays will look better with UPSON boxes. 


Republic Steel 
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HIS interesting and 
timely advertisement 


will be seen by mil- 


lions of families in the 

October 9th issue of 

The Saturday Evening 
Post. 


_ ag 


PROTECT 
THE 


FOREST 


a 


SAFEGUARDS ‘ 
raRoWAt YOUR HOME | 


Sold by all 


DEALERS 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN. Canadian Division, ST. CATHARINES, ONT. 


Look for the name YALE on any LOCK or DOOR CLOSER you use. 





OLD by all Hardware Dealers”—that statement appears in all of our 
national advertising for the reason that our interests are inseparably 
linked with yours. We are investing a substantial sum each year to send 
customers into your stores—to increase your sales and profits on products 
made by YALE. In return we ask only a little co-operation on your part. 
Display YALE Locks, Door Closers and other products prominently in your 
windows and inside your store. Suggest them to customers. You will find it 
good business to do so because—"The Name YALE Helps Make the Sale”. 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 
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Fast-selling Mill Files, Slim and Extra Slim 
Taper Files . . .» Each file Cellophane 
Wrapped. No handling damage . , 
is brilliantly colored — compact — strong — 
just right for counter or table « + + No 
the display box 
» No leftovers. Display sells all the 


» Box 


cost to you for 





WHAT 
IT CONTAINS 


Slim Taper Files 
Extra Slim Taper Files 
Will Bastard Files 
Mill Bastard Files 
Mill Bastard Files 


{ll Fast Sellers! 


20° 
a 
. 


DISPLAY BOX 


files 
Double volume probable « ° * 
and type plainly labeled and priced in its 


» « Big margin on each assortment. 
Each size 
compartment. Customer can find files he 
wants e « «National advertising campaign 
starts now to advertise CELLOPHANE 
WRAPPED FILES. 
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FURNISHED TO RETAILERS WITH 


FAST-MOVING TYPES AND SIZES 
MILL BASTARD - SLIM TAPER - EXTRA SLIM TAPER 
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Never before has anything like the No. 66 
Retail File Display Unit been offered to hardware 
retailers. 

It’s a better way, a more profitable way, a 
quicker way — in short, a modern way to help 
up-to-the-minute, money-making hardware re- 
tailers make more money selling files. 

The No. 66 Retail File Display Unit places fast- 
selling files in a compact unit on your counter 
or table — where the customer can instantly see 
and buy the files he wants. 

Each file wrapped in cellophane — moisture- 
proof cellophane that allows close inspection, yet 
protects files from handling damage. 

Big national advertising campaign starts at 
once. You will want the No. 66 Retail File 
Display Unit immediately. Get in touch 
with your wholesaler. He can supply 
you. Nicholson File Company, 
Providence, R. IL, U. S. A. 























PATENTS PENDING 






THIS 


Order from 
your wholesaler. 
He can supply 


vou. 
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SHE CUTS LIKE A 
RAZOR NOW! 













Carborundum Brand Abrasives 
are playing an important part 
in America’s Building Boom 


CASH IN ON 
THIS BUSINESS 


@ Are you cashing in to the limit on the 
present building boom? Carpenters, me- 
chanics and building men are buying more 
tools every day. 

With every tool you sell, sell the right sharp- 
ening stone to go with it. At the same time. 
you'll probably be able to sell a grinding 
wheel, too. That gives you plenty of extra 
profit. There’s no other brand of abrasives 
as well-known as Carborundum. 

Sell them Carborundum Brand Abrasives. 
If you aren’t stocking Carborundum-made 
products, now’s the time to get in on this 
money-making line. If you already handle 
them, you'd better check your stock. 





























Stock up with these well-known abrasives! Carborun- 
dum Brand Silicon Carbide Stones and Wheels and 
Aloxite Brand Aluminum Oxide Wheels and Stones. 


CARBORUNDUM 


atc us BRAND Pat off 


ABRASIVE -™ PRODUCTS 
- ’ 





Sales Offices and Warehouses in New York, Chicago, Boston, Philadeipiia, 
Cleveland, Detroit, Cincinnati, Pittsburgh, Grand Rapids 
(Carborundum is a registered trade-mark of The Carborundum Company 





eg 


THE CARBORUNDUM COMPANY « NIAGARA FALLS, N.Y. 
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KEEP YOUR PAINT BRUSH TURNOVER 
AT TOP SPEED THIS AUTUMN! 


VARNISH BRUSH —Here’s a really sensational seller. 
For accurate paint or varnish jobs, this 2-inch varnish 
brush stands at the top of the list. 





C semen 


SASH TOOL-—A Sash Tool that has “everything” is 
Rubberset’s 2-inch Mastercraft Sash Tool. For fine work, 
fine workmanship and easy handling, it has no superior. 





WALL BRUSH —“Best surface brush in the U. S.” is 
what some painters call Rubberset’s 4-inch wall brush. 
It holds proper amount of paint—spreads it in less time. 


STUCCO BRUSH — Another big-time favorite is this 
Rubberset Stucco Brush. This is the brush that painted 
the San Francisco-Oakland Bay Bridge last year. 








Feature these 
big- demand, big-paropit 
RUBBERSET models / 


LENTY of big painting jobs this Fall—a 
P natural carryover from the busiest summer 
in years. There'll be heavy paint brush turn- 
over and profits for dealers who stock and 
push the RIGHT BRUSHES. 

The five timely Rubberset Brushes on this 
page are proven sales-winners for any dealer’s 
paint brush department. Each is a national 
best-seller in its field —a red-hot favorite with 
painters everywhere. 

Order plenty of these five brushes now — 
and check up on the rest of your Rubberset 
stock, too. Don’t wait for your customers to 
tell you “It’s Rubberset this fall’! 


C. ash in- Tell the painters you’ve got the 
brushes they want. Paste coupon on post card. 
Orange and black window streamer (as shown) sent 
to you free! hci 





THE RUBBERSET CO., 56 Ferry St., Newark, N. J. 


Name _ wien seepepiaseindincilanlsiiaiieds 
WALL BRUSH —Dealers demanded this popular-priced Sa i Fe ee ee 
Rubberset Wall Brush. You'll agree it looks like big 
money .. . and it acts the same way in use. , ee TOT eae eT ee a 
* 
CAUR2 


RUBBERSET PAINT BRUSHES 
Gell-on- Light 


(rrRave mark) 


THE RUBBERSET COMPANY « ESTABLISHED 1873 @ 


NOW UNDER THE OWNERSHIP OF BRISTOL-MYERS CO. 


56 FERRY ST., NEWARK,N. J. ® 37 SOUTH WABASH AVE., CHICAGO ® 1534 SOUTH OLIVE ST., LOS ANGELES 
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ALES...sales...and more 
sales—season after season! 
Three generations of chil- 
dren have seen the Flexible 
Flyer line maintain unrivaled 
leadership in design and pop- 
ularity. Three generations 
of dealers have seen the 
Flexible Flyer line build con- 
stantly increasing volume. 
Again this season, Flexible 
Flyer leads in streamlining... 
in appearance...in safety... 
in durability. Again this sea- 
son, Flexible Flyer leads in 
the dollars you can make 
by featuring its appealing 
features and convincing ad- 
vantages. 
So—if you want more sled 
sales—get them with 
Flexible Flyer! Write now 
for prices! And— get full de- 
tails of attractive dealer helps 
and aggressive, nation-wide 
publication advertising that 
will be sure to bring you profit. 
S. L. ALLEN COMPANY, Inc. 
403 Glenwood Avenue, Philadelphia, Pa. 


Makers also of 


Yankee Clipper Sleds, Mickey 
Mouse Sleds...and Planet Jr. 
Farm and Garden Implements. 
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Is it our idea to show that Waxoff can be made to move in triple-quick time? You said it, Mr. Merchant! 
Here is not just another 10¢ seller but the only product of its kind in America. Waxoff removes wax, floor 
oil, polish, faster and better than anything ever invented. But, in the same swift breath, Waxoff becomes 
America’s Great Life Insurance Policy for every dealer who has to hear that same sad sing-song: “The 
varnish didn’t dry”. That's why we say: every time you sell wax or varnish sell Waxoff! Put up in a modern 
knock-down basket that’s a knock-out; 12 cartons to the container. A swell set-up that any smart merchant 
can turn into a quick sell-out...ask your jobber! Schalk Chemical Company, Los Angeles and Chicago. 
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SeiDDEN OFFERS AN EVEN 


be PAINT ADVERTISING 
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The Glidden 1937 Fall Program 
is More Complete and Comprehensive than the 
Glidden Spring and Summer Plan .. . Acknowledged the 
Most Outstanding Proposition Ever Offered to Paint Dealers! 


@ New ideas... unique appeals... effective methods .. . TESTED 
and PROVED sales-makers...you'll find MORE of them in the Glidden 
1937 Fall Plan than in any other paint sales program ever offered you! 
Here are a few of the high points: A revolutionary type of attention- 
getting handbill. Four big STORE-PROVED price specials that build 
BIG traffic volume. Store-front banners that CAN BE SEEN a block 
away, and pull in customers. Personalized direct mail campaign 
that produces BIG ORDERS. Large group of Cooperative newspaper 
ads. featuring price specials and regular items. Best cooperative 
sign set-up in the industry. Unique product displays and posters. All 
these ... and many more... topped by the GREATEST PAINT SALES 
MAKER of all time—the $40,000 Glidden ‘’Age of Color’’ Manual! 


You can’t appreciate the full power of the Glidden 
1937 Fall Plan until you hear ALL about it. 
Send the coupon now... take full advan- 
tage of the Fall season with Glidden 
AND MAKE MONEY! 


Oi fort D 
GLIDDEN PAINTS | 
Lverywhow on inoue 


GLJDDEN PRODUCTS CARRY THE FAMOUS TI TED’ MARK OF QU 
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EP. We can thank those big blue 

shells all right! They have the 
extra reach and wallop you need out 
here in the marsh.” 


“‘High-Velocity”’ smacks out a denser 
shot pattern—that goes up ee and 
faster. Speed-intensity prim- 
ing gets the charge away in 
1-5000th of a second. Shell 
bodies are tough and water- 
proof. Powder non-hygro- 
scopic. Brass cups are high. 


** Vietor’’,**High- Velocity'’ and ** Ruatleas’’ are reg 
istered trade-marks of Petera Cartridge Division 


FOR LONG RANGE shooting always usk for 
Peters ligh-Velocity .... th. biy, dark blue shell. 














Gas-tight wads put every ounce of 
superpower to work. And Rustless 
priming prevents corrosion—so you 
never have to clean your gun. 


That’s why Peters High-Velocity is 
a favorite with old-timers. Take a tip 
from them. Next time, stock up with 
High-Velocity before you head for the 
blind. You'll get your game coming in 
. +. Or ’way up scraping the sky. 
FOR UPLAND GAME—<Ask your dealer for Peters 


Victor, the big red shell with the knockout wallop. Pop- 
ularly-priced. Designed especially for woodland shooting. 


PETERS QUPOND 


1887 - PETERS GOLDEN ANNIVERSARY - 1937 
FIFTY YEARS OF SERVICE TO THE SPORTSMAN 


Gun shown above is the Parker Double” 


“SURE WERE FLYIN’ FAST AND HIGH TODAY! LUCKY WE HAD ‘HIGH-VELOCITY’!”’ 








PETERS CARTRIDGE DIVISION, Remington Arms Company, Inc., Department J-27, Bridgeport, Connecticut 


PETERS ADVERTISING HELPS Y 
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SURE M 


HE ADVERTISEMENT on the opposite page is typical 
Re the advertising that Peters is giving its dealers this 
season. Big, striking ads that dominate the ammunition 
field. Human, appealing—they make folks want to take 
to the marshes and try their luck. 

Take advantage of the tremendous acceptance which 
this forceful campaign is building up for Peters ammuni- 





THE AD AT THE 


LEFT appears in full 
color in the September 
Field & Stream, October 
National Sportsman, Oc- 
tober Hunting & Fish- 
ing, and the November 
Outdoor Life. 














=» OaRae : 
OVE PETERS SHELLS | 


@ FIELD & STREAM 

@ OUTDOOR LIFE 

e HUNTING & FISHING 
@ NATIONAL SPORTSMAN 

e THE COUNTRY GENTLEMAN 
@ THE COUNTRY HOME 











tion and Peters dealers. Order your supply of High- 
Velocity, De Luxe Target and Victor shells now. Stock 
Filmkote .22’s and Peters Belted Bullet big game car- 
tridges. Let folks know that you’re handling this finest line 
of ammunition. And you’re set for the biggest season ever! 


PETERS CARTRIDGE DIVISION, Remington Arms Co., Inc. 
Department I-22, Bridgeport, Connecticut 


PETERS ADVERTISING IN ALL THESE TOPNOTCH 
MAGAZINES IS WORKING FOR YOU THIS FALL! 


@ PROGRESSIVE FARMER 

& SOUTHERN RURALIST 
@ PACIFIC SPORTSMAN 
@ ALASKA SPORTSMAN 
@ AMERICAN RIFLEMAN 
@ U.S.R.A. BULLETIN 
@ SPORTSMEN’S REVIEW 





YOU SELL AMMUNITION FAST! 

















VAUGHAN HAMMERS 


Fine workmanship, fine quality, 
are combined in the production 
of these hammers designed to 
give every advantage possible 
to this type of tool. The spring 
eyes, non-slip claws and fulcrum 
tops are points which make 
outstanding hammers 


VAUGHAN AXES 


Two high grade steels, each 
chosen for its purpose, com- 
bined by the patented electric 
fusing process make the 
Vaughan Axe a perfect tool. Its 
Open Adze Eye construction 
guarantees against handle 
breakage, a weakness found in 
other type heads. The fine bal- 
ance of these axes, is the 
result of careful designing. 
There is one especially made 
for every purpose. 


OTHER VAUGHAN TOOLS 


include hatchets, planes, chis- 
els, machine punches and bits, 
wrecking bars, pincers and 
nippers as well as a complete 
line of other products useful to 
the mechanic. Each is made 
with the guarantee of perfec- 
tion and long life. 
























OULDER DAM was built to give a better 


kind of service—an improvement, to benefit 


many people. That, too, has always been the 
thought behind Vaughan Products. Many years 
experience, in building a quality and service- 
able line, is behind the Vaughan tools of today. 
That experience is your guarantee of Vaughan 
perfection. The good mechanic’s hand recog- 
nizes the superiority of a tool which is built to 
match his skill and to serve him well— Vaughan 
tools do—their entire long life. 

VAUGHAN & BUSHNELL MFG. COMPANY 


2114 Carroll Avenue Chicago, Illinois 


Fine 
Jools 
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SN, of an outstanding contribution 


to PROFITABLE hardware retailing 


At a time when the independent hardware dealer faced one of the most 
serious merchandising crises of his business life, The Peck, Stow & Wilcox 
Company boldly reduced conventional manufacturing profits to throw him 
a lifeline. 

It was no mere reshuffling of the cards. It called for all the resources of 
one of the country’s oldest and most experienced hardware manufacturers. 
It meant real sacrifices on our part and on the part of our distributors. 

But it did put thousands of independent hardware retailers in a posi- 
tion to successfully meet changed market conditions. It did enable them 
to win back their rightful share of the tool business... . and to again make 
a PROFIT. f 

What is equally important, it blazed a trail for the entire industry to 
follow with far-reaching benefits to the individual retailer. 

The above SYMBOL used upon tools planned and supplied under this 
program is important to you, Mr. Hardware Retailer, regardless of whether 
YOU ever actually invested in these tools or helped in any other way to make 
this undertaking an outstanding success. It is a living reminder of what 
can be done for the regulation hardware retailer when manufacturer, dis- 
tributor and retailer see eye to eye. 


we ASK YOUR JOBBER “CE 























THE PECK, STOW & WILCOX COMPANY, ==": SOUTHINGTON, CONN. 
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“Recently we installed a modern 
National Cash Register System with 
a separate cash drawer and a sepa- 
rate sales total for each salesper- 
son,” says Elden R. Fruth, of the 
Fruth Hardware Company, Inc., 
Ohio, 
offered us the greatest efficiency 


Fostoria, “for this system 
in handling store transactions. 

“Since it was installed, we are 
handling our customers’ transac- 
tions in about one-half the time 
required under our former system. 
More important, because we can 
now place responsibility for errors 
and carelessness in the handling of 
cash and store records, the efficiency 
of our salespeople has been increased 
about 100%. 

“And the salespeople are also 
well pleased with the new system 
because it affords them the oppor- 
tunity of showing us their sales 


16 








ability and of proving their accu- 


racy as well as honesty. 

“This system, which was espe- 
cially designed to meet our indi- 
vidual store needs, is helping us 
build customer confidence and 


good-will because of the accuracy 


“ational Cah 


“Efficiency of salespeople 
increased 100%!” 











it affords and the speed with which 
transactions can be dispatched.” 

Mr. Fruth considers the new Na- 
tional System an invaluable asset 
to his business. A similar system 
will prove invaluable to yours—by 
stopping losses, increasing sales 
effort, raising volume and profits. 
Ask our representative to show 


you how. 


DAYTON, OHIO yl: 


Cash Registers ° 
° Posting Machines ° 
Check-Writing and Signing Machines ° 





Typewriting-Bookkeeping Machines ° 
Analysis Machines ° 
Accounting Machine Desks ° 


Bank-Bookkeeping a 
Postage Meter Machines 
Correct Posture Chairs 
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“When you come to buying bolts, Son ) 
just look for this label” } 


OUND advice—for this distinctive label is the mark of a quality 
S product—bolts and nuts made by Bethlehem Steel Company. ] ‘ 
Stores that handle these Bethlehem fastenings will find a steadily 
growing trade from discriminating buyers. These customers ap- 
preciate the clean-cut threads, the full heads, the exact fit. They 
recognize this label as assurance of these qualities. 





BETHLEHEM STEEL COMPANY, General Offices: Bethlehem, Pa. District Offices: Albany, Atlanta, Baltimore, Boston, 
Bridgeport, Buffalo, Chicago, Cincinnati, Cleveland, Columbus, Dallas, Detroit, Hartford, Honolulu, Houston, Indianapolis, Johns 
town, Pa., Kansas City, Mo., Los Angeles, Milwaukee, Nashville, New York, Philadelphia, Pittsburgh, Portland, Ore., St. Louis, 
St. Paul, Salt Lake City, San Antonio, San Francisco, Savannah, Seattle, Syracuse, Toledo, Tulsa, Washington, Wilkes-Barre, York. 
Export Distributor: Bethlehem Steel Export Corporation, New York. 
q 


BETHLEHEM STEEL COMPANY : 
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This Special FREE DEAL 





iin’ Aladdin 


No.10 


| 


Vacuum Bottle 


Sant seato 
*cuum Bo 


us 


— a--9'| 
s Aladdin: 
4 Saniseaco tf 

Va Bottle S| 


You NEVER see Aladdins in Chain Stores, Mail Order Houses 
or Price Cutting Outlets. We Protect Your Profits. 


Don'T MERELY WISH FOR PROFIT....Get Jt! 


with these Fast-Selling Aladdin 








| HERE'S THE DEAL 


Aladdin Autumn Assortment 


| 6 Aladdin Pint Vacuum Bottles, 
| No. 10, at $1.15 


| 3 Aladdin Qt. Vacuum Bottles, No. 
30, at $1.95 


| 3 os Lunch Kits, No. 095, at 
1.75 


*Less Discount 30-5%......... 


NET COST 
1 No. 10 Pint Aladdin Bottle FREE 
You sell these goods for.. 


YOUR COST 


YOUR PROFIT 
60% Profit on Your Cost 


5.25 


$11.97 


$19.15 
11.97 


| 


$6.90 
5.85 


6.03 





$7.18 


This Deal Packed in One Shipping Carton. 














SAN’ Vacuum Bottles 


@ Haven't you sometimes wished some maker of quality thermal 
containers would give independent dealers a break by selling retailers 
under a policy of price protection, and a deal featuring only fast 
sellers, popularly priced? 


Well, here’s the answer to your wish—and more—for you can 
not only benefit from a price protection policy and such a deal, but 
Aladdin offers you free goods—Yes, it’s a fact. 

Note the free deal at left. The items are all fast movers selling 
at full prices your customers are glad to pay for such reasonably 
priced, quality items. Then, too, your profits are protected, because 
we do not sell chain stores, mail order houses or cut price outfits, 
which enables you to earn the honest, legitimate profit to which 
you are entitled. It’s decidedly to your advantage to feature the 
Aladdin line exclusively. 

Advertising matter, including Christmas show card to hold one 
pint bottle, free with this Deal. 


Order the SPECIAL FREE GOODS DEAL today from your wholesaler— 
or direct, giving us name of your wholesaler. 


Prices higher on the Pacific Coast. 


Aladdin Industries, Inc. 
PORTLAND, ORE. 223 West Jackson Boulevard PARIS 


TORONTO 
LONDON CHICAGO,ILLINOIS miles dae 
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YOUR JOBBER STOCKS THE 


” LAMSON LINE . 


OBBERS’ stocks of the new LAMSON & SESSIONS 

prize-winning cartons of bolt and nut products 
are complete throughout the country—you can get 
prompt shipments out of stock wherever you are. 
There is a LAMSON Jobber in every jobbing center 
as shown on the map above. 


Back of the LAMSON label are 70 years’ experience 
in making bolts and nuts—and a reputation for hold- 
ing high a standard of quality that has never been 
surpassed. The five large, modern LAMSON plants— 
decentralized for service— manufacture the most 
complete line of bolt and nut products in this country. 


Stock up with the LAMSON line of bolts and nuts— 
packed in the new legibly labeled prize-winning 
cartons awarded the Silver Trophy by the All- 
America Package Competition for merchandising 
display value—an award distinguished by the fact 
that there were more than 12,000 other packages 
competing. This new LAMSON bolt-and-nut carton is 
three times stronger than any carton used before. 
It attracts attention on display—identifies the line. 
THE LAMSON & SESSIONS COMPANY, General Offices, 
Cleveland, Ohio. Plants at Cleveland and Kent, 
Ohio; Chicago and Birmingham. 


AMSON & SEGoIUNSG 








TO BUILD GARDEN 


VIGILAB T 
2-Brasd ” 1 


Our largest sé : 

of 2-braid gz de 

High enough 

to be considera 

a high grade hes 

low enough in p¥ 
command a large 
ume sale and a hea 
repeat business. 


CULL Dba | 


XEN 
Braid 


low-priced 

real value. 

b supply the 

d for a popu- 

riced hose of 

bd quality that 

1 give satisfactory 
service. 


BOSTON WOVEN HOSE 


BOSTON. 
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The Boston Nozzlg 1 Pot ng as been one of the 
hoze nozzle for g ver 1irty year 3. Sol y © American market 
made of fine yeavy ra ‘a Rach nozz es years. Hard- 
packed in anfat rac ivi i ndiy id al c r i. A, ealers use it 
The %4-inch/iegals a > pa ked 1 : ns its obvious 
to a displagige tainer, ets is wees ee attractive 
display cf i feat : “ 1 12 in a 
shipping Gros: : oe d mailing 
weight pe | ‘in ship- 
72 Ibs. es | “Gross weight 

. ipping case—66 lbs. 
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AND RUBBER COMPANY 
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©Shaped to fit the hand! . . . built to do the job! 

.. Osborn Scratch Brushes are sales leaders in 
their class! Blocks are made of selected hardwood 
...+ fully seasoned to avoid checking and split- 
ting. Smooth, rounded edges of the blocks make 
Osborn Scratch Brushes easy to hold when in 


use. Wire is specially drawn and tempered to 


assure quick-cutting, long-wearing brushes. 


LIV 


Tufts of wire are securely stapled and correctly 
spaced in the blocks. When you sell Osborn 
Scratch Brushes, you gain two objectives: 
satisfied customers and satisfactory profits. Ask 


your jobber or write us for complete details. 


JHE OSBORN MANUFACTURING COMPANY 


5401 HAMILTON AVENUE « CLEVELAND, OHIO 
SALES OFFICES: NEW YORK ¢ DETROIT * CHICAGO * SAN FRANCISCO 


No. 1777 Curved 
Handle Type 


“a G No. 1779 Curved 
No. 1780 Straight Back Type 


No. 1781 Shoe 
Handle Type 
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oun Jobber is Keody STANLEY TOOLS 








1 — FOR THE TOOLS YO 


selling — @ display 
Busy day 

drum a song © 
barns, factories a 


country! 


re again! 
ilding as 


os 


E HEADQUARTERS GOOD TOOLS = 


4— IT’S FLEXIBLE — These busy 
little men will sell hard for you in 
your windows, on your counter — 
wherever you put them. Notice how 
well they fit in with the present Stanley 
display shown above. See how they 
rivet attention on the tools they hold. 





VE — the tools 
y, in tune with 
lanes whiz, 


u HA 
that’s happy, PePP 
new homes, 


ildings spring UP al 


you are 
the times! 
hammers 
schools, stores, 
1 over the 


3— TO TOP IT OFF, 
Stanley offers this 
“Busy Days’ Display 
— built around the 
quality tools you sell 
every day — the Stan- 
ley Tools busy men are 
buying. Colorful, at- 
tractive, attention-get- 
ting, it will bring your 
store the quality tool 
business you deserve. 
You get it without 
buying ‘“‘dead’’num- 
bers —on a remark- 
ably easy plan your 
jobber will tell you 
about. 








ITS 
EASY TO 


5 — YOUR JOBBER will give you the facts 
on the easy plan for getting this display .. . 
tell you how you can use tools right from 
your present stock to boost sales on one 
of your most profitable lines — quality hand 
tools — STANLEY TOOLS! Get the facts 
right now! 





New Britain: 
Connecticut 








Sales tested 


TESTED 
STANLEY LEVELS 


Pep up your level sales with these new Stanley Levels. Highly accurate — the 
last word in eye appeal, they are ringing cash registers wherever they are shown. 
Ask your jobber for details about this new fast selling line. 


NEW TORPEDO LEVELS 


CS 


No. 261 — 9” — Genuine Rosewood. Full Aluminum 
Top Plate. Plumb, level and mitre glasses. $1.25. 


No. 260 — 9” — Genuine Rosewood. Plumb, No. 259 — 9” — Genuine Mahogany. : <e , All Torpeg 


level and mitre glasses. $1.00. and level glasses. $0.60. ‘ AE Levels packed 
attractive di 


1 e 
NEW CARPENTERS’ LEVELS play cartons 


a «0 = Tz ©. z i) 


No. 347N — Walnut Stained Sugar Pine. 2 Protected Glasses. 12” No. 257N — Walnut Stained Sugar Pine. 4 Protected Glasses. 24” 
and 18” — $1.00; 24” — $1.10. — $1.75; 28” — $1.85. ‘ 


\ — - P 
FES} = @ 
No. 2571 — 24” — Cherry. 4 Protected Glasses. $2.50. No. 2572 — 24” — Laminated Walnut and Redwood. 4 Protected 
Glasses. $3.00. 


NEW MASONS’ LEVELS 




















No. 2512 — 48” — Brass Bound, Sugar Pine, 244” x 1%". 6 Protected Glasses. $5.50 

















No. S250L — Laminated Walnut and Redwood, 214’ x 1%". 6 Protected Glasses. 42” — $4.60; 48” — $5.00. 


> Pa ie Stanley Levels have highly accurate proved ; es 
Th ey re A ccura te = glasses. Each glass is tested for ‘“‘value’”’ (speed STA N LEY z 


of bubble) and only glasses that match exactly are used together. No. 250N has clear fluid glasses, 


all other levels shown have ‘“‘Cat’s-Eye” glasses. Other features — large glass openings for easy y (@) o LS © 


reading; heavy protecting glasses set in blue putty; selected straight grained wood thoroughly 
seasoned, kiln dried and sealed against moisture; beautifully finished. Order from your"jobber. . NEW BRITAIN, CONN. 





when you make 
this demonstration 


U°S°S AMERICAN 
HEX-CEL 








ORDINARY 
NETTING 


~ TNROLL some U-S’S American Hex-Cel-—and along- 
side of it some ordinary poultry netting. The difference 

is amazing! Hex-Cel lies straight and true as a steel yard- 
stick and perfectly flat. There are no kinks or curled edges. 

From top to bottom each roll of this bright, good looking 
netting is true, with edges even and all the cells in perfect 
alignment. 

Hex-Cel resists corrosion, too. It is made of rust-resisting 
copper-bearing steel, heavily and smoothly galvanized. It 
is easy to erect and no top or bottom boards are needed. 

With all these advantages American Hex-Cel costs no 
more than ordinary netting. No wonder it sells so readily. 


U-S*S AMERICAN HEX-CEL POULTRY NETTING 


Other American Brands: Hextraline, Straightline 


American Steel and Wire Co., Cleveland, Chicago and New York Tennessee Coal, lron & Railroad Co., Birmingham, Ala. 


Columbia Steel Company, San Francisco, California United States Steel Products Co., New York, Export Distributors 


UNT?ED STATES STWEE 








TWO important reasons why Jobbers 


and Retailers prefer ras rivets — 




















1 BECAUSE that portion of our product 
which is adaptable to the hardware trade is 
marketed exclusively through recognized Hard- 
ware Jobbers. This policy definitely eliminates 


unfair competition and allows the Hardware 





trade to recommend and sell our product without 





tear of cut prices. Thoughtful buyers appreciate 


that policy of price protection. You'll find them Tl No. 1B.P. No. 3B.P. 
sts Dia. Hd. °% Dia. Hd. '% 
specifying T R & S RIVETS! et arte rl rg onthe A 


9 BECAUSE the quality and efficiency 
of TR&S RIVETS have been thoroughly 


proved for more than half a century. Careful 





craftsmanship, long engineering experience, 





modern equipment — these factors guarantee 


the continuous unfailing service of our products. 





No. 1 TUBULAR No. 3 TUBULAR 
| Dia. Hd. 5% ) | Dia. Hd. *%, Every TR & S RIVET is guaranteed perfect, is 
Dia. Body %j Dia. Body *% 


accurately drilled — drives easily, clinches 


smoothly, and is not brittle. Remember — when 


you sell TR &S RIVETS you're selling the BEST! 


TUBULAR RIVET & STUD COMPANY 


BOSTON e MASSACHUSETTS 





Western Coast Rep. 
T. C. DE LOACH 
Postal Telegraph Bidg. 
San Francisco, Cal. 


Southern Rep. 
CAVERT AND LiPscoms 
Nashville, Tenn. 
Dallas, Texas 
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e new Si-Me display shown 
{right) 


GRAND VALUE » GOOD PROFIT UNIQUE DISPLAY 


EADY for you in Deal #82—truly a GRAND 
VALUE. Here are 6 heavily chrome-plated, 
thick gauge seamless brass cases. Cases equipped 
with candle-lite feature, 3-position safety lock 
switch and bulb shock absorber—in fact, every prac- 
tical improvement usually found in $1.25 flash- 
lights. Your retail price 85¢ each, complete with 
batteries. Deal includes 48 Bond Super - Service 
Mono-cells and FREE Si-Me display. Total Retail 
Value $8.70.... Your Cost $5.66.... Your Profit 35%. 


I-ME twin display packages ‘sell more flash- 
lights in half the counter space. These twin 
packages are hinged in the middle. They open 
wide to display 6 lights to the front, or they 
swing back-to-back to display 3 lights front and 
3 lights rear. Displays are delivered completely 
set up, as shown above. 
Closed, open or at any angle, Si-Me twin dis- 
plays get attention and show off these chrome spot- 
lites, full length, superbly for getting sales. 


Ask your Jobber’ Salesman. for full details 
BOND ELECTRIC CORPORATION 


NEW HAVEN, CONN. 


SEPTEMBER 23, 1937 


CHICAGO, ILL. 


SAN FRANCISCO, CAL. 
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Photomicrographs Clinch the Sale 


“PITTSBURGH” WIRL 


“REGULAR” WIRE 


The steel { lower part 
of photomicrograph } 
is covered with a 
single coating of zinc 
containing iron... 
This is a good aver- 
age coating found on 
regular galvanized 
wire. 


28 


A special hot dip meth- 
od gives premium grade 
“Pittsburgh” wire a 
good coating of zinc- 
iron alloy and a thick, 
extra outer coating of 
silvery bright pure zinc 
{top white section of the 
photomicrograph}. 





When an everyday product like fence wire stirs up dealers 
to enthusiastic praise... that’s something! The reason 
for this extraordinary reception of “Pittsburgh” Fence is 
plain. Value sticks out all over it. It looks like more than 
the money, and it #s more than the money because it’s even 
better than the same type of premium grade wire for which 
railroads and industrial buyers long paid higher prices. 
Experience gained from continuous production, and new, 
modern equipment make it so. 


The silvery bright, pure zinc finish of this specially hot 
dipped “Pittsburgh” wire catches the customer’s eye and 
spells ‘“‘q-u-a-l-i-t-y”. The sale is further clinched by the 
story of the photomicrographs revealing the superiority of 
the protective coating both as to purity and uniformity of 
application, and as to the method of bonding it to the wire 
by an intermediate coating of zinc-iron alloy. Another out- 
standing feature that the customer can’t see is the high 
grade quality of the copper-bearing steel wire, custom made 
for fence purposes, which will continue to resist weather- 
ing long after the coating has disappeared. Yes, the 
“Pittsburgh” Fence sales story is practically perfect... 
even to price. For, despite the demonstrated better value, 
it still sells for the same prices others ask for regular grades. 


For the interesting story of this new premium grade 


“Pittsburgh” Fence, write Pittsburgh Steel Company, 
1639 Grant Building, Pittsburgh, Pa. 


Pittsburgh Fences 
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Tists Takes 


Anot er NEW 


DAZEY KITCHEN AND 








The Portect OPENE Ron SE 


For Jars... Bottles... Glasses! 


ERE at last is a device every 

housewife has wished for hun- 
dreds of times—something that will 
open and seal those troublesome glass 
food containers as easily and swiftly as 
DAZEY De Luxe Can Opener opens 
cans. Dealers everywhere will instantly 
realize that OPN-SEAL is bound to be 
areal volume seller from the very start 
because most women find it very diffi- 
cult to open the glass containers in 
which so many foods, beverages, medi- 
cines, cosmetics, etc. are now sold. 


BIG SELLER FOR CANNING 

SEASON, TOO 
Women are, therefore, sure to welcome 
OPN-SEAL because it not only opens 
such containers with amazing ease but 
also makes it possible to reseal them 
for protecting unused contents. It also 
eliminates breakage which always 
wastes food and may cause serious in- 
jury. Furthermore, OPN-SEAL is in- 
valuable for sealing mason jars at can- 
ning time. Much less effort is needed 
to get a perfect seal than with any 
other means. 


And don’t forget that OPN-SEAL is used in 
the same handy wall bracket as other DAZEY 
KITCHEN AIDS shown below. This fact 

alone assures tremendous sales among DAZEY owners 


now numbering over 4 million! See your jobber at once 
about this sensational new DAZEY! 


oe 


ODazey De Luxe Can Opener ODazey 


Ss 


Super-Juicer Dazey Sharpit 





DAZEY CHURN & MFG. CO. 


4301 WARNE AVENUE 
SEPTEMBER 23, 1937 


DEPT. M-152 


ST. LOUIS, MO. 





Its Called 


pUVW-SEAL 


+“—e— CAPS »—o—> 








% ‘< 7" 


ALER 





















VACUUM SEALED TOPS 


Removes top in a jiffy without bending it. Top can 
be pressed on again to protect contents of glass. 











CROWN BOTTLE CAPS 
Swiftly and efficiently zips Crown caps from beer or 
soda pop bottles and all others of that type—regard- 
less of size. 
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No. 8458 — A 
luxe caster 
it popular price. 
Two complete 
rows of hard- 
ened ball-bear- 
ings for free 
swiveling. 15%” 
Ruberex (cush- 
ion tread) wheel 
for easy rolling. 
No wonder it’s « 
big seller. 


THE QUICK TURN-OVER GROUP 


Handle 90% of caster calls from this compact 


of best sellers. Selected by hundreds of 


successful dealers as the items most frequently 
bought by housewives, they will increase your 


sales. too. 


No. 4430 Ball 
Bearing Tea 
Wagon and 
Crib Caster, 
Ruberex 
Wheel. 


No. 4735 Ball No. 5735 


Ball 
Bearing Grip Bearing Plate 
Neck Caster, Caster, Rock- 
Rockite Wheel. ite Wheel. 
fae 


=k 3 


» 


3 


FAULTLESS 


Haslet Selling 


. DOUBLE BALL BEARING 
HOUSEHOLD CASTER 


7 EVER OFFERED AT A POPULAR PRICE 


Here’s the master of household casters. 


Outperforms — because two complete 
rows of ball bearings assure free swiv- 
eling. 


Outsells — because its de luxe con- 
struction is available at a popular price. 
It's the acknowledged leader of the 
Faultless “Quick Turn-Over” Group of 


packaged casters. 


Each individual box is its own display 
—encouraging the sale of complete sets 
and larger profits for you. Clearly, it’s 
the caster line you should feature. Free 
resale helps are available for your use 


—ASK YOUR JOBBER or write. 


FAULTLESS CASTER CORPORATION 
Dept. HA-9, Evansville, Indiana 


Representatives in Principal Cities 
Canadian Factory: Stratford, Ontario 


These attractive packages 
are a definite time saver 
for stocking and selling. 


Cushion Chair 
Glide of hard- 
ened steel 
with rubber 


insulation. 


CASTERS 
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LET 68 YEARS 


OF REPUTATION 





The best in wrenches for 68 years—that 


is the Walworth Genuine Stillson. It has 
made friends and kept them because 
of outstanding quality. Your customers 
profit and so do you. 

Today, the basic design remains un- 
changed... but better steel, hardened 
and toughened by a new heat-treating 
process, has made astronger Stillson. Be 
sure to have an adequate stock on hand 
—the demand is growing. Get them from 


your jobber. Insist on Genuine Stillsons. 


WALWORTH 


COMPANY 


60 EAST 42nd STREET, NEW YORK 


Distributors in Principal Cities throughout the World 


SEPTEMBER 23, 1937 









wy~ 


WALWORTH 
GENUINE 
STILLSON 
WRENCH 


Walworth Genuine Stillsons 
come with steel handles in 
sizes from 6” to 48"; with 
wood handles in sizes from 
6" to 14”, 




















WALCO 
WRENCH 










The new 
Walco Wrench 
is for heavy 
duty—the strongest 

and safest of all 
with renewable teeth 
on the lower jaw. Made 


in sizes from 6” to 48”, 
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sell Minnesota Quality Brands of 


























, 
Sandpaper and Emery Cloth. 
The cure =: Minnesota Quality Brands cut faster, 
Minn. Mining & Mfg. Co. ©o.e0. wear longer, make Satisfied Cus- 
; tomers and repeat business for you. 
SINCE 1828 Packed in convenient slide drawer 
STAR Brand Fin bape? 3247 x 10K! boxes, these flexible non-curling 
° a ae er sheets always remain in salable con- 
SINCE 1906 , dition. 
3-M_ Brand Flint Paper 9” x 11” - ve ' 
IMPERIAL Brand Flint Paper 824" x10," Cure”’ that slump by ordering 
. eee ee Minnesota Quality Brands of sand- 
SINCE 1907 paper by name from your jobber 
PIONEER Brand Flint Paper 834" 1014” today. 


WAUSAU Emery Cloth 9” x 11’ 











MADE BY 


MINNESOTA MINING & MFG. CO. 


SAINT PAUL an aot, 
<p> Guarantee of Quality 
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Pam Tune in SMILIN' ED McCONNELL Mo 
Ei selling Lin-x every Sunday after- i 1 
. noon over NBC Blue Network— , | 


5:30-6:00 New York Time. 
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RST CLASS 


Permit No. 195 
Sec. 510 PL&R 
Detroit, Mich. 


BUSINESS REPLY CARD 


No Postage Stamp Necessary If Mailed in the United States 


2c.—POSTAGE WILL BE PAID BY—2c. 


The Makers of Lin-x 


8250 ST. AUBIN 
DETROIT, MICHIGAN 





Tune in SMILIN' ED McCONNELL 

selling Lin-x every Sunday after- 

noon over NBC Blue Network— 
5:30-6:00 New York Time. 


USE THIS HANDY ORDER CARD 


To THE MAKERS OF LIN-X, Detroit, Michigan 
Send me a Junior Assortment of ILEN«=X and all the advertising 


matter through 


Name cf Jobber 


Address of Jobber____ 
Please check 
CJ I have Your Name 
[] I have not 


previously handled Lin-x Address 











ae ee. 








Right—Showing how the 
clothes spread at the outer 
cirtumference of tub in re- 


sponse to water action. 


t is alternately ex- 
panded and contracted, 
squeezed and washed over 


and over again. 


An aluminum impeller, 
enclosed beneath the 
center post, maintains 
Continuous circulation of 
water at a high velocity. 
Surging water, and flex- 
Ing of the clothes cleans 
with amazing speed, 
Quietness and effective- 
ness. |t pushes the water 
through the fabric, taking 
the dirt with it to the 
of the tub, 
¥ protected by 


Wm. Rocke Patent Re- 
issue No. 20,424, 





SI 





Left—Photograph with full tub. 
Never in the history of the in- 
dustry has there been a machine 
with such remarkable water 
action. Wonderful for washing. 


Perfect for demonstrating. 


WATER FLEX 
WASHING SYSTEM | 
Creates Sensation in 


T HAS BEEN a good many years since anything has created a 
sensation in the washing machine industry to compare with the 

introduction of Water Flex—the new method of washing clothes 
by water action alone. At the Furniture Mart... in the offices of 
leading washer manufacturers... in dealers’ and distributors’ estab- 
lishments throughout the nation—it is the big topic of conversation. 
Every so often the “old order changeth.” Water Flex, successfully 
washing clothes by water action, represents the most important 
change in many years. It has revolutionized all previous conceptions 
of design. It brings new effectiveness, yet new simplicity. It offers 
demonstrating advantages never before approached. Water Flex 
simplified construction gives dealers the advantage of one-man de- 
livery and reduced service costs as well. 
Prominent manufacturers are now preparing Water Flex equipped 
models for fall delivery. Today, machines equipped with this wash- 
ing unit stand far ahead of any of the previously accepted types. 
Dealers who sell them will get much more than their normal share 
of sales. 
We hope that you will be able to cash in on the many advantages 
Water Flex offers. 


THE BIRDSELL CORPORATION 


309 S. Columbia St., South Bend, Indiana 
The Birdsell Name Has Stood For Fine Machinery Since 1855 


HUNDREDS HAVE WRITTEN 
HERE’S WHAT THEY SAY! 


“t am sure that . . . you have revolutionized “You've got something there. Have been 
the washing machine business.” Dallas, Tex. selling for years and recognize a real product 
“It looks like a money maker from the pic- when | see one.” Charleston, W. Va. 


tures.” Salt Lake City. 

“We are very much interested in your new 
Water Flex system . . . and we would like to 
hear more about it.” Michigan Distributor. 

“Will you please send me the names of the 
jobbers nearest me and the prices now pre- 
vailing?” Oshkosh, Wisconsin, Retailer. 

“How can one secure such a washer to 
sell?” North Carolina Dealer. 

“Will you kindly give us detailed informa- 
tion and at the same time tell us what manu- 
facturers will use this new invention?” Large 
Seattie Retailer. 

“We would be pleased to learn full particu- 
lars of your new washer; price on carioad 
quantities and if exclusive territory can be 
had.” Vancouver, B. C. 


“The information | received . ... was enough 
to win me over to the best merchandising item 
that | have ever heard of.” Cleveland, Ohio. 

“Would you kindly send us a list of the 
manufacturers who are going to use this new 
system?” New Haven, Conn., Dealer. 

“We... would appreciate receiving all de- 
tails... re ing the distributor set-up on 

our line of Water Flex washers.” Large New 
ork Distributor. 

“We are interested in carrying your washer; 
will you, therefore, have your representative 
call to discuss matters of territory, etc.?”” New 
York State Dealer. 

“We... would be glad to receive details of 
gue proposition.” Philadeiphia 
































' This is another 
National year 


for automobile owners 
 b pervs everywhere are cashing in 


— on the continued enthusiasm being 
ae ey eee displayed by the trade for the modern 


No. 900 National DOOR SET 


A lot of skillful designing and manufacturing experience is back of this 
modern garage door set and its smooth performance. Operating efficiency 
and simplicity of installation were both assured facts before this fine door 


hardware was placed on the market. 


Your trade too will appreciate the advantage of a door of this type that rises 
straight up from the floor and glides away overhead with just a slight lift 
on the door handle. A special cam closing feature and rabbeted joints to 
exclude moisture are added reasons for the preference for National. 


Doors are furnished completely glazed and with most of the hardware mounted 
in place, which simplifies installation. Write for further particulars. 


STERLING 


NATIONAL MANUFACTURING COMPANY ittinois 









Below— special 
closing feature 





National Builders’ Hard- 
ware is sold direct to the 
retail dealer—a policy 
that promotes quality, 
po rere service and direct selling 

cooperation. All hardware mounted on the inside 
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Increase your profits wit 





STEEL 


You sell MORE barbed wire wie 
you carry JaL 


SEPTEMBER 23, 


1937 


Special Safety-Grip Spool protects hands and clothes 


. handles fold flat for stacking . 


J&L Barbed Wire, on the special 
Safety-Grip Spool, has maximum 
“pick-up” value. It can be handled 
and used with no danger to hands 
or clothes. Your customers recog- 
nize this extra value on sight... 
they are immediately interested ... 
and quickly buy. 

J&L Barbed Wire, made from 
high quality steel especially se- 
lected for long service, is heavily 


..-no extra cost 


galvanized. Other high quality 
J&L Wire Products.. 
fence, nails, staples . 


. woven wire 

.. are also 
fast moving items. Your customers 
get complete satisfaction because 
of the extra durability that quality 
steel gives them. 


For greater profits . . . to sell 


more barbed wire...see your J & L 
Distributor today... stock J&L. 


Feature the Safety-Grip Spool. 


JONES & LAUGHLIN STEEL CORPORATION 


PITTSBURGH, PENNSYLVANIA 
MAKERS OF HIGH QUALITY IRON AND STEEL PRODUCTS SINCE 1850 
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MAZDA LAMPS 


now give 


MORE LIGHT 


at no extra cost 


... and in October every G-E lamp 
agent should cash-in by tying-in 


a 


You now have Edison MAZDA lamps that give extra 
light at no extra cost, plus national advertising like 
that shown here that features the new, brighter bulbs. 


2 


Subscribers to G-E’s display service will also receive 
the knock-out display piece shown here that ties in 
with the new bulbs and the national advertising. 


ob 


You also have the new “buying sign’’ for Edison 
MAZDA lamps, in the form of a door or window trans- 
parency. 


NOW, cash in on this story of “Why G-E bulbs 
give more light this year” by tying in with the 
national advertising and by displaying Edison 
Mazpa lamps prominently. Put in the “lighted 
bulb” window display as soon as you receive it. Put 
up the new “buying sign.” Ask every customer to 
stock up with these new, brighter Edison Mazpa 
lamps that Stay Brighter Longer. 


EDISON MAZDA LAMPS 


GENERAL €3 ELECTRIC 
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Taylor Instrument Companies 
sponsored this idea, using the 
weather to stimulate sales in 
| e: your store. Time—November 6th 
to 13th 


SLOGAN— 
“PREPARE NOW FOR 
WINTER” 


SEND COUPON FOR FULL DETAILS 


SE A RE 


LES Be: 
























I 
“TYVERYBODY talks about the weather, 4 
but nobody does anything about it,” 
said Mark Twain. But now your store 
: can do something about it and help your 
customers do something about it for their 
good and your profit. ; 
National Weather Week— November 
6th to 18th—will be a store promotion to ‘ 
: capitalize on the universal interest in the § 
| x weather. Started as a ‘“Taylor-Made”’ i 
; idea for Taylor Household Thermometers 4 
and Weather Instruments, Weather Week : 
. has been expanded to include all your 
| . merchandise that affects the health, com- . nani “a ‘ Akin she mast ; 
fort and pleasure of your customers during pwr agin po: testes soaterel onbplied by Taylor for enb-nen, ; 
the coming winter months. From flash- E 
lights and heating appliances to skis and ‘Prepare Now for Winter.” plan. Like other Taylor Sales Plans, q 
weather stripping as well as Taylor Ther- Specially prepared merchandising, it promises many profit possibilities. 4 
mometers and Stormoguides, you have _ advertising and selling material will Weather Week has all the elements i 
products that can naturally be displayed be supplied FREE by Taylor to stores that should bring you many sales in i 
and made part of any promotion based planning to take part in the promotion. November. Taylor Instrument Compa- if 
on the weather. Learn the full story of this store selling nies, Rochester, New York. 
Hardware retailers’ store executives i 
have sparked to Weather Week as a ; 
unique and practical plan to increase USE THIS COUPON TO GET FULL INFORMATION ABOUT NATIONAL WEATHER WEEK 
sales. The list of stores that will co- | os ; i q 
operate is growing fast. Solent Gegeie | 
Taylor National Advertising will an- I ar nade ne eg pt ay eg f 
nounce the promotion to millions of | Name - | 4 
people throughout the country. Stores | a | i 
displaying the Weather Week Emblem nig — iets | 
will identify themselves as the places for nee 
their customers to come in order to UNGSTRUMENTS Lotcss coc. 
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in the Fleet... 
and ALL Columbian Rigged 


















Tx Bath-built trawler Tide is going down the ways... . fourth in a fleet 
of new 40 Fathom “Super Trawlers” owned by the Bay State Fishing Com- 

pany. And every foot of cordage on this splendid ship is Columbian Pure Y 
Manila! t 
Used and proved by her sister ships, the Storm, the Surf and the Swell, p 
Columbian Rope was naturally the choice of the Tide’s owners and build- are 


POTOR 





ers. Yes, Columbian is the dependable cordage that meets every test on f ~ 
these heavy-duty vessels. : draf 
COLUMBIAN ROPE COMPANY é iad 

aye B 


352-80 Genesee Street seni 


AUBURN, “The Cordage City,” N. Y. » beat 
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wee COLUMBIAN | : 
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AND PRODUCTS 
c i WOtesess neon S 


OU know how it is when one of your neighbors starts an enamel, and welded at every fourth intersection to make it 
open bonfire too close to your side of the fence. Especially extra strong. It is the finest wire basket on the market. 
if there’s a high wind blowing your way. 

That’s one reason why these Cyclone “Red Tag” Baskets 
are so popular. They burn trash without letting dangerous [he Cyclone Burner Basket is the answer to the big demand 
live embers fly around. They burn trash quickly for a quality burner basket at a reasonable price. 
too, because their raised bottoms provide a good Pegigic: - ; Sturdily built to withstand abuse. Electrically 
draft. And they give long service. aul welded. Attractively decorated in bright red. 

Rubbish burners are profitable items IND Ht ( omes in yt sizes—with approximate capacity 
Cyclone has the quality. Cyclone has nation-wide wii) atn,tomt eoeuies 
acceptance. A sales combination that can’t be mT 
beat. There’s a good profit in these fast-selling i 
quality baskets. 


Red Burner — quality at popular prices 


Order from your jobber —- Now 


——— 
—~ 7" 


Stock up now on these profitable, fast-selling 
Catch-All— finest on the market Cyclone Baskets—also on Cyclone Screen Cloth, 
"he Cyclone Catch-All is a husky basket which Hardware Cloth, Flower Bed Border, Trellis, 


ae A Cyclone Burner Basket— . , . 
holds about 2'4 bushels. Finished in baked green Painted red—three sixes. Lawn Fence and Gates. Phone your jobber now. 


f 
t 
j 
fi 


SS CYCLONE ‘Re?%7ag” CATCH-ALL and BURNER BASKETS | 


j 
\ 


CYCLONE FENCE CO., General Offices: Waukegan, Ill. ¢ Branches in Principal Cities 


Pacific Coast Division: Standard Fence Co. United States Steel Products Company, New York i 
Oakland, Calif. Export Distributors 


UNETED SPATES STEEL 
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WASHER-MOTOR 


ELECTRIC CRANKING ... WASHING ... BATTERY CHARGING 


Again — Briggs & Stratton Leads with the 
Gasoline Farm Washer's Greatest Improvement 


Leading makes of gasoline driven farm washers are now equipped 
with the new Briggs & Stratton Start-Charger Washer Motor. 


These new Start-Charger models are self-starting like a modern 
automobile and are just as easy to operate as any electric washer 
in a Hi-Line home. Better still, the owner can charge his radio 
and other storage batteries — even while the machine is doing 
the washing. Think how convenient and practical this is — and 
think of the widespread and intense interest every farmer off 
the Hi-Line will show when he reads of the new Start-Charger 
Washer Motor in State and National farm papers. 


Be the first in your community with the new Start-Charger 
Washers. If you haven’t already stocked these models, get 
in touch with your washer manufacturer immediately. 


BRIGGS & STRATTON CORP., Milwaukee, Wisconsin, U.S. A. 
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BRIGGS & STRATTON] 


MILWAUKEE,WIS U.S.A. 








I 


not have 


Most of your rural customers will 
many years. Why pass 


GASOLINE 
MOTORS 


Hi-Line service for 
up this business when you can make plen 
ty of sales now on Start-Charger gasoline 
washers. Each month. in State or National 
farm papers, Briggs & Stratton are telling 


farmefs to see you for a demonstration. 
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NUMBER ONE IN A SERIES OF THREE ADVERTISEMENTS EXPLAINING 






(jp CRESCENT SNIPS 
UPERIOR! § 










+ qhe Crescent Snip line 
es 
42 sizes 
 sucgaaase’ ; 
eeenvy-duty tyPe® 
we. S412 Uinetra’ , 
“List price = 91-2 









DEALERS: Ask for reprints 
of this series of 3 ads for 
your salesmen. They can 


SELL with them. 











® Crescent Snips are different! You have only to see and 
handle them to appreciate their better balance and super- 
ior design. But their unusual performance is not a matter 
of design alone. They are forged from special analysis 
steel and manufactured by methods and machines which 


are exclusively Crescent’s. 


And since these Snips are entirely drop-forged, Crescent’s 
hardening methods again are different. Blades are hard- 
ened all the way through—no amount of grinding can 
remove their hard-cutting edge. They start in sharp and 
keen-cutting and they stay that way! 


You can guarantee your customers top quality and super- 
performance if you sell Crescent Snips. Sold only through 
the regular trade—no mail-order competition. Ask your 


jobber. 


ED TO HARDEN 
AY THRU 


CRESCENT TOOL CO., JAMESTOWN, N.Y. | -Metectcsmae 
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HEADLINES :— 


Today the world is upset. Two 
major wars are being fought. The 
rest of the world watches anxious- 
ly hoping for peace yet apprehen- 
sive of the worst. Despite this a 
score of major metropolitan news- 
papers blast across their front 
pages, in glaring headlines, the rel- 
atively unimportant fact that “‘So- 
and-So announces engagement.” 
Therefore, it is no wonder that 
with equal lack of appreciation of 
values the same newspapers charge 
“price-gouging” when they discuss 
the Tydings-Miller Law and the 
state fair trade laws that exist in 
42 out of 48 states. In this is- 
sue, Saunders Norvell discusses 
this vital subject. But even he, 
with his deeply rooted sympathy 
for independent distributors, ques- 
tions the ultimate usefulness of 
such legislation. He wonders if 
the net result will be a wider-spread 
sale of private brands and further 
price-cutting. He doesn’t express 
it in precisely that way but that is 
the import of his comments. 


THE PROBLEM :- 


Very accurately, Mr. Norvell 
traces the development of the Pat- 
man, Tydings and state fair trade 
laws. They do, as he states, date 
back to the startling findings of the 
Patman Chain Store Investigation. 
Fundamentally, the problem goes 
even deeper. It is not so much a 
question of better buying as it is a 
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Editor, Hardware {ge 


case of price-cut selling. It is all 
too evident that chains, mail order 
houses and department stores use 
branded goods for leaders—per- 
haps hoping to sell their own 
brands when the customer is lured 
in for an advertised special. It 
would solve only a phase of the 
problem to equalize buying oppor- 
tunities as provided in the Patman 
Law. The state fair trade laws and 
the enabling Federal Tydings Law 
are necessary to place some check 
on resale prices. This is the vul- 
nerable point. This is quite ap- 
parent in the tactics emloyed by 
Macy’s of New York City. This 
huge department store is advertis- 
ing its own private brands along- 
side of well known and well ac- 
cepted brands. The advertising 
copy infers that the well estab- 
lished brands and Macy’s own pri- 
vately labeled goods are identical 
in quality and usefulness with the 
deadly parallel drawn to suggest 
that “price-fixed goods” are too 
high in comparison with similar 
goods bearing the Macy brand. It 
remains to be seen how successful 
this Macy campaign may be. So 
far, most of the items selected for 
this comparative advertising are 
drug store items. Some mail order 








catalogs feature similar advertis- 


ing campaigns. It is natural that 
the first rebuttal from Macy, and 
others interested in setting their 
own resale prices, would center on 
drug store items as the fair trade 
laws had major impetus and sup- 
port from retail drug organiza- 
tions. Throughout the 42 states, 
with fair trade laws, drug store 
items dominate the rollcall of 
products that are being subjected 
to resale price regulation. So far, 
the uncertainty of such laws has 
curbed greater hardware activity, 
but if the laws stand up and meet 
all requirements it can be safely 
predicted that hardware items will 
soon be included as the subject is 
being given hearty and sincere at- 
tention by hardware organizations. 


ONE OUT OF SEVEN :- 


Have just picked up a Boston 
newspaper which was put under 
my door as part of the thoughtful 
Statler Hotel service. One of the 
first-page stories tells me that “one 
out of every seven in greater Bos- 
ton area” is on relief. The same 
story, based on official records, 
also states: that one-sixth of those 
on the relief rolls are aliens or the 
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@ TEETH THAT BITE 











SILVER STEEL 


. - « are important to your sales records. Atkins 
f AW ‘ Silver Steel Crosscut Saws are all equipped with 
eater them. They make crosscut sawing a smooth, easy 


MACHINE KWIVES, ETC. 








job for any sawyer. 
In addition Atkins Crosscuts are Segment Ground ... Atkins ex- 
clusive process to prevent sticking or binding in the cut... requiring 


less set. These things make sales for you. Be sure your stock is suffi- 





cient to meet the demand. 


E. C. ATKINS AND COMPANY + INDIANAPOLIS, INDIANA 
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children of aliens and comments on 
the weekly per capita cost of relief 
in Boston. There is apt to be a 
misleading interpretation placed 
on the per capita basis of figuring 
for it necessarily includes minor 
children and indigent old folk— 
everybody of record from the 
cradle to the grave, including those 
on relief. These are only figures 
for Boston where business is fairly 
active and is showing good, steady 
progress. Elsewhere the record, if 
accurately available, might be 
worse. It would be well for all 
taxpayers to investigate not only 
their present tax levies but also the 
amount of public money locally 
going into relief channels. Wher- 
ever I go I hear tales of people 
crowding the relief rolls for no 
other reason than the desire for 
something free. A wide-spread 
scrutiny of relief moneys and of 
those on the rolls should be started 
at once and all undeserving “ring- 


7 


ers” promptly removed. 


GIFT SHOW :— 


The annual Boston Gift Show is 
in progress and I am hoping to en- 
joy a careful inspection of the ex- 
hibits, Although I have only had a 
superficial look at the show, I was 
greatly impressed with the wide 
variety of gift suggestions and was 
even more impressed to note that 
gift goods represent a sizable in- 
dustry. The show has been 
crowded. Buyers are here from 
many places and many kinds of 
business and are seeking new lines 
as well as ideas on selling and dis- 
play. Increasingly, hardware 
stores are adding gift departments 
or at least gift merchandise. The 
gift trade has, of course, its great- 
est impetus at Christmas time but 
the gift business is by no means 
restricted to that season. There is 
some gift business, everywhere, 
every day in the year—for birth- 
days, anniversaries, marriages, 
parties, etc. Gift trade is good 
traffic trade. The people who buy 
gift items are steady customers. 
There is always a tendency to 
shop again for necessities when- 
ever some specially interesting 
item has been obtained. The 
Christmas holiday season offers 
the best possible time and oppor- 
tunity for establishing a new gift 
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department, that—will bring all 
year business. 


H.A. SPECIAL :— 


For three successive years, the 
HarpwareE AGE SPECIAL has been 
a really imporiant contribution to 
the pleasure of the annual October 
convention of manufacturers and 
wholesalers meeting in Atlantic 
City, N. J. This year the big con- 
vention meets in Chicago and for 
the first time an east to west special 
train has been planned under the 
joint auspices of this publication 
and the Pennsylvania Railroad. 
Full details were given on page 60 
of our last issue, dated September 
9, 1937. Hardware men from New 
England points can use this special 
train without any extra cost inci- 
dent to the route via New York 
City where the main section is 
made up. Special through cars 
from Boston, via New London and 
Hartford routes, have been ar- 
ranged for the convenience and en- 
joyment of both wholesalers and 
manufacturers headed for the Chi- 
cago Convention. All railroad and 
travel agents can route you via this 
years HARDWARE AGE SPECIAL. 
If you run into any difficulties, 
however, please write this publica- 
tion and your wants will be 
promptly cared for in this con- 
nection. 


RECIPROCITY :— 


Most people in business find 
themselves in both buying and sell- 
ing roles. When they are selling 
they can be extremely critical of 
any lack of attention or lack of 
courtesy received at the hands of 
the prospect. Too often, the same 
people are not equally as consider- 
ate of salesmen as they would like 
their customers to be when the sit- 
uation is in reverse. I note, in my 
travels, that the better companies 
encourage salesmen. They make 
some obvious effort to welcome 
them and to save their time, real- 
izing that their own salesmen also 
sit on the “mourner’s bench” and 
that delays are costly and consti- 
tute a major factor in selling costs. 
During the past week, I visited two 
screw manufacturing plants in 
New England seeking some special 
information for our readers. In 


both cases signs in the reception 
room were directed to the salesmen 
who call. E. E. Clark, general 
manager of the American Screw 
Co., invites all salesmen to “ask 
twice, or more, if necessary” for 
the men they wish to see. His 
signed statement tells all comers 
that his company’s salesmen are on 
the road constantly and that the 
company wants them to be given 
reasonable consideration, etc., and 
that salesmen who visit American 
Screw Co. are to be given the same 
sort of treatment as is expected 
when their salesmen are calling on 
customers or prospects. 


WELCOME SIGN :- 


In the plant of the Continental 
Screw Co., is a sign signed by P. 
Sweeney, president, which reads 
“This telephone is here for your 
convenience. Throughout the coun- 
try our sales representatives are 
treated with every courtesy and 
consideration. We wish to recip- 
rocate.” These two instances im- 
pressed me very favorably. They 
express a spirit which should pre- 
vail throughout all business. Too 
often a company’s attitude toward 
salesmen is a long way removed 
from the treatment expected when 
their own salesmen make their 
selling calls. 


SALES CALLS :— 


We don’t always appreciate the 
calls made by salesmen. But let 
us remember that when these men 
call it is an indication that our 
business is desirable and that the 
seller believes we are good outlets 
and are willing and able to pay our 
bills. When salesmen stop calling 
it is well to make an accurate and 
cold-blooded appraisal of ourselves 
for the implication is that our busi- 
ness is not desirable either for 
credit or for other reasons. A 
business is definitely on the down 
grade when sellers cease to be in- 
terested enough to call to try to 
make sales. So we have in the 
constant calls of salesmen the best 
possible indication that we are well 
considered as “among the living.” 
Salesmen know, and their home of- 
fices insist upon their knowing, 
who is growing and going and who 
is gone. 
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MYSTERY OUT 


By ADON H. BROWNELL 


Chapter 11—Elementary 


Scheduling, Marking and Servicing 


N the last chapter you learned 
how to secure the contract 
for the finish hardware. This 

chapter has to do with sched- 
uling, marking and servicing the 
business you have secured. Now 
that you have the order your 
work really starts. First, you 
should schedule the job. 

Consider again the modest 
house you have been studying. 
The illustrations show how | 
would schedule the order. 

It is a good idea to have four 
copies made of the hardware 
schedule. Keep the original and 
check off your deliveries from it. 
Send one copy to the architect, 
another to the office of the con- 
tractor and personally deliver the 
fourth copy into the hands of the 
carpenter foreman on the job, 
calling his attention to the fact 
that the hardware will come all 
properly marked with the item 
numbers exactly as per schedule. 
Ask him to particularly note the 
instructions to carpenters which 
are marked on the schedule. 

Now that the schedule is done, 
the next step will be to assemble 
and mark the goods. A great 
many concerns have gummed 
stickers which are inexpensive 
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John Smith Residence 
105 Pine Street, 
Brownsville, N. Y. 


Geo. A. Jones, Architect, 
Black & Stevens, Contractors 


FINISH HARDWARE 


3/4" 
1/2 Pr. Butts # 
Set Locks # 


1 Front Mtrance Door 1 

le 

1 

1 Push Button # 
1 

3 

1 

1 


1. 


Letter Box Plate # 

House Numbers # Figures 1-0-6 
Door Knocker # 

Chain Door Fastener # 


1 Rear Entrance Door 
Item 8. -1/2 Pr. Butts # 4x4 
9. Set Locks # 
10. Mortise Bolt # 
ll. Chain Door Fastener # 


1 Pr. Interior French Doors Hall to D. R. 1-3/8" 
Item 12. 2 Pr. Butts # 3h x Sh 
13. 2 Surface Bolts # 
14. 1 Set French Door Locks # 


1 Double Acting Door -3/8" 
Item 15, Set Floor Hinges # 
16. 2 Glass Push Plates # 


1 Bath Room Door -3/8" 
Item 17. Pr. Butts # ox 
18. Set Bath Locks and Emergency Key # 
19. Door Stop # 


10 Other Interior Doors 1-3/8" 
Item 20. 10 = Pre. Butts Sh x 5h 
21. 10 Set Locks 


3 Clothes Chute Doors 
Item 22. 3 Pr. Butts # 2h x 2b 
23. 3 Cupboard Turns. 


1 Cupboard in Living Room - 5 Adjustable Shelves 
Item 24. 1 Pr. Butts # 2hx 2 
25. 1 Cupd. Turn # 
26. 12 Shelf Rests # 


1 Scuttle 
Item 27. Pr. Butts # 
28. Pull # 


1 Medicine Cabinet - Steel 











HARDWARE 











1 Package Box - Metal 


50. 
51. 
52. 


33. 


1 Double Hung Window in Bath 
Ttem 34. 
35. 
56. 


18 Other Double Hung Windows 
Item 37. 
38. 
39. 


1 Pr. Casement Windows 
Item 40. 
4. 
42. 
45. 


1 Batten Door in Basement 
Item 44, 
45. 


@ Steel Cellar Sash 


1 Bottom Hung Attic Casement 
Item 46. 
47. 
48. 


1 Pr. Garage Doors 
Ttem 49, 
50. 


Item 51. 
82. 
55. 








2 Double Hung Windows in Garage 
54. 


No hardware included. 


Kitchen Cabinet - 2 Pr. - 4 Single Doors 1-1/8" - 5 Long Drawers - 4 Short - 8 Adj.Shelve: 
Item 29 8 2bx2 


Pr. Butts # 
2 Elbow Catches # 
6 Cupboard Turns # 
14 Drawer Pulls # 
Carpenter note: - 1 Pull only on 4 Short Drawers 
52 Shelf Rests 


1 Sash Fast # 

2 *" Lifts # 

1 Dz. Bead Screws # 
in House 

13 Sash Fasts # 

26 " Lifts # 


13 Ds. Bead Screws # 


1-3/8" Open In. 

2 Pr. Butts # 

2 Surface Bolts # 

1 Case Fast. # 

2 Casewent Adjusters 


5x3 


~ 


Pr, T. Hinges 5” & Screws 
i Japd. Thumb Latches # 


No hardware included. 


1-3/3" 
1 Pr, Butts # 3x5 
1 Trans. Catches # 
1 ® Chain with Snap # 
Carpenter Note: - Place chain outside to be painted. 
1-3/4" Open Out 
1 Set Garage Door Hdwe. # 
1 Garage Door Lock # 


Keyed Alike to Front Entrance Door. 


1 Side Entrance Door in Garage 1-3/4" 


1-1/2 Pr. Butts # 4x4 
1 Set Locks # 
1 Rim Night Latch 
Keyed Alike to Front Entrance Door. 


| 2 Sash Fasts # 
| 55. a S Lifts # 
| Miscellaneous 
| Item 56. lo Door Stops # 
57. 2 Floor " # 
58. 5 Closet Bars # 
59. J Ds. Coat & Hat Hooks 
7 Pr. Shutters 
| Item 60. 7 Set Shutter Hinges & Catches # 
L 61. 7 Pr. Sutter Doge # 








but have to be typed. Others 
merely use a big black pencil and 
mark the item number in large 


+ he 


figures on each package. There is 
merit in this plan other than econ- 
omy. It forces the carpenter to 








refer to the schedule to see where 
the hardware goes. 

When you take out the schedule 
to the carpenter foreman find 
out just when he will need the 
butts. As soon as they are de- 
livered, stop at the job and check 
your list with him in order to be 
sure that it is complete. Look at 
the doors and windows, which will 
by that time be on the job, so that 
you know the hardware you have 
scheduled fits in all cases. Then 
send out the rest of the hardware. 
If you do not have it all, be sure 
and advise the carpenter foreman 
and, if possible, give him a lock 
to cut by in case the proper goods 
have not yet arrived. Then he can 
go ahead and fit the doors cut 
for the hardware and need not 
delay the painter in finishing his 
work. It’s a real service, too, as 
the job is about ready to turn 
over to the owners in case they 
stop to see if the hardware is 
working properly. I have always 
found it advisable at this time to 
give the carpenter foreman a 
simple little gift such as a rule, 
pocket knife, sharpening stone or 
some equally inexpensive item. It 
pays big dividends to do this. 
And always be sure to praise his 
workmanship for the hardware is 
bound to be working properly 
when turned over to the owner. 

Next chapter—‘‘Now the Owner 
Takes Possession,” 








Builders Hardware 


H. D. TAYLOR CO. 





On the opposite page and at the top 
of this one are shown reproductions of 
the typical schedule for the order of 
builders’ hardware. It's worth noting. 


BUFFALO, N.Y. 
Phone: Seneca $304 





14 Pr Butts 


1 Front Entrance Door 


B. C. No. 
Gummed stickers provide 
one efficient means of ITEMNo. 1 
marking the hardware. L = 














SEPTEMBER 23, 1937 


49 





Washer Sales Increased with 


Co., Madison, Wis., does 90 _— organization. Louis Hirsig, presi- pushing the better quality prod- 
per cent of its washer adver- _ dent, declares that selling-up on _ ucts at a higher price. 
tising on a $39.50 job and on a washers as well as other appliances Mr. Hirsig states that when the 
$49.50 combination proposition, 
yet 95 per cent of the washing ma- 
chines this firm sells are of the Wolff, Kubly & Hirsig’s 
$79.50 variety. 3lst. Storewide...... 
Such results indicate a definite 
“selling-up” policy on the part of 


[ce Wolff, Kubly & Hirsig this pioneer Wisconsin hardware — is part of the store’s policy of 








NTINUES THROUGH SATURDAY! NEW VALUES! 
CONTINUE! TAKE ADVANTAGE TODAY! 
Old English 


The Wolff, Kubly & Hirsig Demonstration 
Co., Madison, Wis., built up 
sales 30 per cent in one 
year as the result of an 
intensive publicity drive 
and a definite policy of 
“selling up” the line to all 
prospective customers 
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heavy cover, 
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Washer With prices going up, no 
one knows if this offer will 

e ‘ 
O tf t ever be repeated again’ 
u 1 — Only manufacturer co-oper- 


ation makes it possible! 








‘ Every item thoroughly guar- 
@ WASHER ® 

= u anteed just as though it 
Plus the Following Five 4 i were purchased separately 
Valuable Accessories at the regular price! It's a 
; liberal offer that has never et + 

been excelled anywhere any- i 2 - rh Knapp "ences 
time! AND REMEMBER, Ten Maker * ° ey | qusity.- Bakes 2 $495 

YOU CET one time in nickel- 

Ges Cotfee Dialer 51-58 AS | ecm mec 
¢lement. Another big deature! 
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Stews—Steams—Broils 
NESCO adds to the joy of oo: 

with ao Bg 10-point 
gram ¢ 
j — brotl- 
er. unit, Dake rack, ay tin, 


steamless covers, more insulation, 
7 uten- 


Wein.’ S'g 8] 550 t= quality. eed Reg- 
MAGIC BORAX SOAP CHIPS 
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“Madison's Most Interesting Stores” “Madison's Most Int 








HARDWARE AGE 





average person comes into a hard- 
ware store to look at a washing 
machine, she usually has been at- 
tracted by some low price she may 
have seen in a newspaper adver- 
tisement. If the price kad been 
higher, perhaps the prospect 
wouldn’t have come. But curiosity 
has been aroused by the low price 
and, in the case of a thrifty house- 
wife, such a bargain cannot remain 
uninvestigated. 

She invariably finds the bargain 
all that it was claimed to be, but 
she also finds many other washers 
that are better and, of course, sell 
for more money. A good salesman 
interests her in a_ higher-priced 
washer, and shows her that as long 


h | Newspaper Advertising 


as she is spending money for a 
machine to relieve her of drud- 
gery, she might as well buy one 
which will give maximum wear 
and efficiency, despite the fact that 
the others are good buys for the 
money. 

The Wolff, Kubly & Hirsig Co. 
pays a great deal of attention to 
the matter of training its salesmen 
in washer sales. Practically all 
selling is done right in the store, 
and there is very little canvassing 
or follow-up sales work in homes. 
In order to accomplish the best 
results in training salesmen in the 
selling of appliances, the firm 
holds sales meetings at regular in- 
tervals and these are attended by 


all of the 50 employees of the two 
stores. 

These meetings are usually held 
at a Madison hotel, and are al- 
ways preceded by a dinner. Sell- 
ing problems are discussed in de- 
tail, and many of the employees 
demonstrate how they have han- 
dled difficult problems or how they 
would handle them. Much stress 
is laid on the selling of appliances 
at these meetings, for the store 
management realizes that the sale 
of one appliance to a certain fam- 
ily often means the sale of many 
more in the future. Such being 
the case, every care must be taken 
to make the first sale in the right 

(Continued on page 120) 


When the housewife sees one of these typical Wolff, Kubly & Hirsig washer displays she is usually in a 
receptive mood, for her interest has been aroused by newspaper advertisements similar to the one shown 


at the left of the opposite page. 


BUYS THIS 
Compete 
SPEED QUEEN 
LAUNDRY 
OUTFIT 


2° SPEEDQUEEN 
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The other advertisement 


announced 


the firm’s 3lst Anniversary Sale. 








In his recent annual report to Belknap 
stockholders, Mr. Bottorff made brief 
reference to the 1937 flood disaster 
and alluded to the splendid work of 
company employees during that peri- 
od. The stockholders insisted that 
Mr. Bottorff record the event in great- 
er detail. This article, a direct result 
of that request, originally intended 
for stockholders only constitutes a 
moving and human document which 
is well worth recording. 





CHARLES BOTTORFF 


How Belknap Employees 
Fought the 1937 Flood 





By CHARLES BOTTORFF _ 


President, Belknap Hardware & Mfg. Co. 
Louisville, Ky. 


flood now reveal the fact that this 
building and the cars that we load- 
ed were completely submerged, 
with just the roof sticking out. 
Messrs. Bert and Albert Thomp- 
son with others worked all Thurs- 
day night bricking windows, try- 
ing to keep the water out of the 





ings and having the cars pulled to 


\ N J EDNESDAY, Jan. 20, 

1937. With the river stage 

at 36 feet, some of us be- 

gan sleeping in the plant, to be 

present in the event of an emer- 
gency. 

Thursday, Jan. 21, was a busy 
day indeed. Most of the time was 
spent in moving goods in Ware- 
houses 11 and 13 to higher ground. 
We conceived the idea of loading 
box cars from both of these build- 
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higher ground, but the river had 
us blocked and it is questionable 
whether the railroads would have 
accepted without billing papers. 
In Warehouse 13, which is the 
L. & N. Freight Depot at First and 
Water Streets, we were undecided 
whether to build an auxiliary plat- 
form 12 or 18 inches in height. 
In order to be safe, we finally de- 
cided on 18, but pictures of the 


basements of Warehouses 1 and 5. 
Before this task was completed, all 
were standing on the street in 
water well above our knees, laying 
brick. You will probably recall 
that on this night the heavens 
opened up and rain was falling in 
sheets. 

We were unable to ship much 
of the freight that we loaded on 
the 21st, because the railroads 
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were being blocked and the truck- 
ing lines out of Louisville were 
being cut off one by one, by reason 
of highways being flooded. 

Friday, Jan. 22. Order work- 
ing was practically suspended. Em- 
ployees generally under Messrs. 
Gage and Napier were used in 
moving the lighter goods from the 
basements to upper floors, and in 
filling sandbags, to be used in the 
building of dams, in our effort to 
save merchandise. Please bear in 
mind that the basements contained, 
in the main, heavy goods that we 
did not dare move to upper floors 
for fear the buildings would not 
carry the additional weight. As I 
remarked in my report to the stock- 
holders, we had over 5,000,000 
lb. of nails alone. 

We had engaged many extra 
carpenters to work with Messrs. 
Brauner, Green and Fred Brauner, 
Jr., and we were buying heavy 
lumber wherever it could be ob- 
tained, to brace the basement walls 
against hydrostatic pressure. By 
10 o'clock Friday morning the 
water was forcing its way up 
through the floor of Warehouse 5. 
Our electric pumps installed in the 
sumps of buildings were carrying 
off the water and we were still 


Belknap Group 
Louisville, Ky.. 1937 Flood 


hopeful of being able to meet the 
emergency, provided the floors 
could be kept intact. In some in- 
stances we brought additional 
heavy merchandise into those base- 
ments in an effort to hold down 
the floors. By noon it was plainly 
evident that we were losing our 
fight to control the water in base- 
ment of Warehouse 5. Our efforts 
were then concentrated in the base- 
ment of Warehouse 6, which is 
directly south of Warehouse 5, on 
the east side of First Street, north 
of Washington. By 6 o’clock Fri- 
day evening the basement of Ware- 
house 6 had 10 inches of water on 
the floor and our elevators in that 
building were drowned out. By 9 
o’clock we were all compelled to 
leave the basement of Warehouse 
6. During the afternoon we had 
filled the tunnel which runs under 
Washington Street from Ware- 
house 6 over to Warehouse 12, 
our office building, with sandbags 
and had closed the heavy steel 
door. 

About midnight I happened to 
be in the basement of Warehouse 
12 with a group of men, endeavor- 
ing to locate floor drains to carry 
off the water that was running in 
the windows on the east side, when 
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my attention was called to the fact 
that the basement of Warehouse 6 
had filled and the water was rush- 
ing into Warehouse 12 through the 
tunnel, over the top of the steel 
door and dam. After a futile ef- 
fort to check the water by rear- 
ranging the sandbags, we vacated 
that basement, for fear that some- 
one would get trapped. It was well 
that we left when we did. This 
basement filled rapidly. The bal- 
ance of the night was spent in 
unloading cars that had _ been 
switched into the first floor of 
Warehouse 12, and moving the 
freight from that floor, which is 
the shipping floor, to the upper 
floors, and in dismantling the city 
sales, which is on the west side of 
the shipping floor. All of the city 
sales records, our telephones, fur- 
nishings, etc., were moved up to 
the second floor. 

The men in the printing plant 
Friday afternoon requested that 
they be assigned duties for Friday 
night somewhere in the plant. They 
performed wonders in _ getting 
much of the merchandise from the 
basement of Warehouse 1 to higher 
ground. 

Men and women from all over 
the plant were offering their ser- 


View of the Belknap buildings during the height of the 1937 flood disaster giving some idea of the difficulties 
which were encountered. This flood picture is from the Flood Album of The Standard Printing Company, Louisville, Ky. 
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vices night and day, and a large 
number worked right on through 
Friday night. 

Saturday, Jan. 23. With the 
river stage at 50 feet, the floor of 
the city sales—in fact the entire 
shipping floor in Warehouse 12— 
was covered with water. Our tele- 
phones, both the House and Bell 
Systems, were out. City merchants 
and city and county officials were 
calling upon us for merchandise. 
Philip Crutcher, Jr., kindly con- 
sented to let us establish our city 
sales in the office of his garage at 
Brook and Main. By this time 
our elevators in all buildings were 
out with the exception of our office 
building, Number 12. Cables run- 
ning from the power plant to most 
of our property are laid in under- 
ground tunnels and had been flood- 
ed. If our present plans mate- 
rialize, this condition will be 
corrected. Our buildings will be 
connected by bridges rather than 
tunnels and wires, pneumatic 
tubes, and all will be kept above 
1937 flood stage. 

The first step in this direction, 
after the flood, was moving our 
Bell Telephone System switchboard 
from the first floor to the 11th. 

At this point the curtain walls 
of the first floor of our power 
plant were giving us considerable 
concern. Lumber and brick, by 
this time, were exceedingly dif_i- 
cult to get, so many of the lumber 
and brickyards were cut off from 
us by water which had backed up 
into the different streets. We 
scraped around, bricked the win- 
dows of the first floor, braced the 
walls, and supplemented our regu- 
lar pumps with three additional 
gasoline pumps which we _ pur- 


chased from Neill-La Vielle. 


Power Plant Problems 


Our power plant problems con- 
tinued to grow. There was water 
everywhere but the city pressure 
was so low we were unable to get 
sufficient water for our boilers. 
Our coal supply was running very 
low. The plant was completely 
surrounded by the river. 

Sunday, Jan. 24. Our fight in 
the power plant continued until 
2:15 p. m. By that time the river 
had reached the stage of 53 feet, 
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and we were working below a wall 
of water on the outside, six or 
eight feet in depth. There were 
three to six inches of water over 
the floor and in the center of build- 
ing there is a pit four feet deep 
into which Mr. Gibson fell twice 
after he had cautioned everyone 
many times to avoid. Having 
bricked in the windows, as the 
water continued to rise, the carbon 
monoxide from the gasoline pumps 
we were running on the first floor 
asphyxiated six men, two of whom 
were found lying in the water. 
These men were all brought out 
and revived in due course of time. 
The seventh man was carried out, 
after being struck on the head by 
a falling timber. These thirty min- 
utes, to me, were the darkest of 
the entire flood period. Orders 
were given to remove the gasoline 
pumps from the first floor to the 
second, and all men to vacate the 
first floor. Another battle was 
lost. 


A New Experience 


We used one of the pumps to 
pump water for the boilers, by 
sticking a hose out the window of 
the second floor. This was a new 
experience—pumping water into 
the buildings. When the machinery 
of the first floor became flooded, 
the conveyor we used for carrying 
off our ashes was rendered useless. 
All we could do was to drag the 
ashes from the ask pits, out onto 
the second floor, and stack them. 
We didn’t dare throw them out 
the window because our water 
hose would have sucked them back 
into our boilers. 

Messrs. Gibson and Waters, at 
this point, put the carpenters to 
building a boat. We had sighted 
two cars of coal down in the rail- 
road yards, and since our coal 
supply was getting so low, we knew 
that we would have to devise some 
plan for hauling coal from these 
cars. This coal did not belong to 
us but we knew we could adjust 
later. Shortly after completing the 
boat, a policeman said that they 
had orders to take all boats. We 
tried to explain in what way we 
were using it; nevertheless we lost 
it, so we immediately started an- 
other boat. Number two was kept 


more or less under cover, and we 
hauled the equivalent of two cars 
of coal in sacks from these cars, 
which were practically submerged, 
and put them in the second floor 
window of the power plant. One 
car being lump coal, we had to 
put on day and night crews to 
break it up in order that it might 
be used in our stokers. 

Mr. Lindsay Hurst, our chief en- 
gineer, was taken ill on Tuesday, 
the 19th. He was threatened with 
pneumonia, and we didn’t have his 
valuable aid during the flood, but 
his assistants, Messrs. Bicknell, 
Brown, Cardwell, Fife, Goodman, 
Howard, Kaufman, Kernan, Lay- 
man and Reiss were most compe- 
tent, and with the aid of Messrs. 
Duerr, Brownell and Metz, mem- 
bers of our engineering depart- 
ment, performed wonders. 

Monday, Jan. 25. The telephone 
company, that we had favored 
with cots, blankets, and other 
equipment it needed for its oper- 
ators who were kept in its build- 
ings constantly, was kind enough 
to install some telephones in a 
room just off the lobby of our 
office building, Main Street en- 
trance, and there we established 
our new city sales. From the 
front entrance of this building we 
gave 24-hour service. By this time 
we had organized our forces into 
day and night shifts. It mattered 
not, men and women who had been 
here 10 to 25 years, or boys who 
had been here one or two weeks, 
pitched in and were ready and 
willing for any task asigned them. 


Orders Are Filled 


Of course, we had some calls 
for merchandise that we could not 
get to at all, but I recall one order 
that came in for 300 dozen dirt 
shovels, forks, etc. A group of 
these willing workers, under the 
direction of Capt. Lewis Herndon, 
took a boat, which we had bought 
by that time, and rowed over to 
Warehouse No. 1, which is at 
Second and Washington Streets, 
the old office building, went to the 
sixth floor and lowered these tools 
by rope, one-half dozen at a time, 
down the stairwell; another crew 
would bring what it could haul at 

(Continued on page 110) 
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Theres No Saturation Point 
for Refrigerator Sales! 


Discussing the future of the electric 
refrigerator industry and its growing 
market and outlining the reasons why 
saturation is impossible in that field 


By R.C. COSGROVE 


Manager Household Refriger- 
ation, Westinghouse Electric 


& Mfg. Co., Mansfield, Ohio 


4 [HEN a “specialty prod- 
uct” passes its pioneer- 
ing stage, is through with 
its growing pains, and emerges 
with complete public acceptance, 
to be counted with America’s 
great industry the factor of “satu- 
ration” immediately arises. 

This recognition of the possi- 
bility of a saturation of a market 
is not dangerous in itself, rather 
does it provide an analytical or 
prospective of the future for the 
industry. However, I do feel that 
we have allowed the saturation 
shibboleth to sway, or influence, 
our judgment as to the direction 
we should take in merchandising 
and providing for the distribution 
of certain products, particularly 
the domestic electric refrigerator. 

The major electric refrigerator 
manufacturers have spent millions 
of dollars in sponsoring sales pro- 
motion education to the retailer 
and salesman with the result that 
the product has enjoyed a steady 
sales increase throughout the 
past several years. As a matter 
of fact, there has been no “de- 
pression” for the electric refriger- 
ator industry—testimony of the 
excellent promotional and adver- 
tising work that has been done to 
excite public acceptance. 
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How long can this volume con- 
tinue? 

In reply, I'd like to “take a 
look at the record.” Of course, 





ELECTRIC REFRIGERATOR 
SALES 


1936 2.067.000 


BMBKNBHHIRBAH3H 1937 2.250.000 





Chart A shows the growth in sales 
from 1923 through the current year. 


one might get reams of statistics 
and figures, on marriages, con- 
structions, births, etc., but funda- 
mentally it’s the number of wired 
homes that determines the mar- 
ket. 

The sales record for the indus- 
try shows a continued increase 
from year to year, so that for the 
current year, 2,250,000 refrigera- 
tors are assured. A further in- 
crease is expected in 1938. Chart 
A shows this steady growth. 

The result of these sales shows, 
as of Jan’ 1, 1937, approximately 
9,000,000 refrigerators in use. A 
substantial proportion are now 
out-moded because they do not 
compare with present-day stand- 
ards of operating economy, con- 
venience, or beauty. A replace- 
ment market is beginning to take 
form. In 1937, about 121% per 
cent of the sales will replace old 
refrigerators. This percentage 
will go higher as more refrigera- 
tors are in use, of course. How- 
ever, by the same token, not all 
refrigerators sold, absorb the vir- 
gin market. 

In analyzing the sold and un- 
sold market for electric refriger- 
ation, based on percentage of 
wired homes, we have a national 
average of January 1, 1937, of 
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41.1 per cent of wired homes with 
electric refrigerators, 58.9 per 
cent without. See Chart B. 

The state sales vary, with Maine 
for example, only 26.9 per cent 
sold, while Georgia is 68.6 per 
cent saturated. The interesting 
side light is the continued increas- 
ing sale of electric refrigerators 
in Georgia, as its “sold” market 
gets higher! 

Homes unwired are estimated 
at 9,466,492, while only 9,000,000 
refrigerators are in use. More homes 
without electric lights than with 
electric refrigerators! The activity 
of the R.E.A. and general Central 
Station expansion is bound to in- 
crease the wired-home figure con- 
siderably, in the next decade. As 
wired homes increase, so does the 
market for electric refrigerators. 

The trend of new domestic elec- 
tric customers is interesting in 
that it parallels economic condi- 
tions, new families created 
through marriage, and new dwell- 
ing construction. If we may as- 
sume that every wired home is a 
potential electric refrigerator cus- 
tomer, then our future market 
may be readily determined. In 
Chart C we show the trend since 
homes were first wired. 

In these figures, we see a re- 


YEARLY INCREASE IN NUMBER 
OF RESIDENTIAL CUSTOMERS AS 
ADDED TO CENTRAL STATIONS 


Year 
Begin- Total 
ning Domestic Yearly 
Jan. lst. Customers Increase 
1903 583,000 


1908 1,946,978 1,363,978* 
1913 3,100,918 1,153,940* 
1918 5,810,300  § 2,709,382* 
1919 6,300,000 489,700 
1920 7,400,000 1,000,000 
1921 8,721,000 1,321,000 
1922 9,350,000 629,000 
1923 10,135,191 785,191 
1924 11,811,640 1,676,449 
1925 13,411,908 1,600,268 
1926 15,123,304 1,711,396 
1927 16,516,109 1,392,805 


1932 19,658,018 222.311 (loss) 
1933 19,140,287 _—«-$17.731 (loss) 
1934 19,300,834 160,547 


1935 19,866,008 565,174 
1936+ 20,519,672 653,564 
1937+ 21,319,672 800,000 
1938¢ 22,519,672 1,200,000 





+ Preliminary 

*Five Year Period 

Copyright: 1937 

Westinghouse Elec. & Mig. Com- 
pany, Mansfield, Ohio 

(Household Refrigeration Sales De- 
partment) 


Chart C indicates the trend of new 
domestic electric customers since 
homes were first wired. 





cession during the lean years of 
1932 and 1933, but over a ten- 
year period—1920 to 1929—tak- 
ing in good and off years, we have 
for the ten-year average 1,195,- 
715 new wired homes annually. 
Conservatively for 1938, as the 
upward trend continues, we shall 
see well over 1,000,000 new 
domestic electric customers added 
to utility lines. If new construc- 
tion is a factor, there is said to 
be a potential shortage of some 
6,000,000 or 7,000,000 residential 
dwellings, inasmuch as building 
was practically at a standstill dur- 
ing the several depression years. 

In fact, the statement is made 
that for a long period there has 
not been sufficient new homes 
constructed to replace the homes 
destroyed by fire and flood, to 
say nothing of natural obso- 
lescence. 

If we consider the experience 
of other major appliance lines, we_ 
find quite definitely that their 
volume has increased as their 
saturation progressed. For ex- 
ample, people talked about satu- 
ration in the laundry equipment 
business ten years ago, and yet in 
the last couple of years, the sale 
of washing machines reached an 
all-time high. 

(Continued on page 122) 
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ELECTRIC REFRIGERATOR SALES OPPORTUNITY BY STATES. 


1. Por coat of wired homes having electric refrigerators. 
Showing 2. Per cent of wired homes not yet asing electric refrigeration, 
3. Per cent of unwired homes. 
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Chart B graphically analyzes the sold and unsold market for electric refrigeration. 
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Pettee's 
Does the 
Unusual 
With a 
Dress Goods 
Sale 


Novel publicity 
idea also aimed 
at merchants in 
other trades who 
handle hardware 
in their stores 


OLLOWING a somewhat un- 
pene procedure for hard- 
ware store promotions, Pet- 
tees’ Oklahoma City, Okla., re- 
cently inaugurated a dress goods 
sale which in its first three hours 


crowded the main store and con- 
tinued as a smash hit for three 


1937 
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1889—As Old As Ohishome—1937 


Books Closed—Charge Purchases Payable August !Oth 


PETTEE’S gud of the Month Sale 


PETTEE’S AGAIN DOES THE UNUSUAL 
A Dress Goods Sale in a Hardware Store 


ese nates ee aes * "When Are You Coing to Sell Dress Goods?” 
to Tomorrow and How Why Not? 





¢ 





We are going 


YOU FIND 
Lawn Mowers and Rubbev Hose in » Drees Coods Store 
Hammers, Screw Drivers and Pliers in » Drug Store 
Shot Gun Shells in 2 Barber Shop 
Gérden Toole, Glassware. Tubs and Buckets in « Grocery Store 


Why Not Dress Goods in a Hardware Store? 


A FABRICS SENSATION 


AT THE MAIN STORE 


Taeeentys? vests Gon Go Sut alte te the country. purchased for us by experts Alt 
new—Sentorzed —Shown for the First Time Monday. 


Newest 29c and 39c 
SUMMER COTTONS 


Cool, Sheer ‘Printed Batistes 
Cc 
v4. 


Sheer Printed Voiles 
Printéd Two Cord Dimities 

4le and 5ic Newest 
SUMMER COTTONS 

















Jb, ond 4 yard 4 pattern 36 and 40 enches unde 











o a 
Shadow Sheer Organdies 
a 
Printed Pind Saws Cc 
Leey Cotten Chiffon’ Velles Va. 
Printed Satin Stripe Sheers 


3% end 4 yards to @ pattern 36 and 
@ inches wide. 


Newest 5le to $1.00 FINER 
TYPE SILKS AND COTTONS 














Kool Spun Challis Prints 
Rayon and Acetate Novelties 
Chiftene Cc 
Debby Teftets and French Crepes 
In All-White, Pastete and Colors v4 
Neh Rote 





8 @Cleck Tomorrow Morning 
‘Nottanc Like! ivevex stron IN OKLAHOMA CITY 
Ne refunds. No sechanges. All sales final. 
ATTEND > YOUR R PIRST ORESS COODS SALE IN A HARDWARE STORE 
DREES QOODS—eTREET FLOOR 





STARTING MONDAY—MAIN STORE ONLY 


MAIN STORE HOURS 
SAM. TO 5.30 P.M. 





[ FIRE WORKS ) 
Om SALE AT ALL Five SPORES 
A. ane uP 





Clothes 
FOR THE 4th OF JULY 





PLAY | suis 


ee 


$3.95'¢ te o $12.95 


GPORTS GNHOP—THIRD FLOOR 





“THEME” 
MONTH-END SALE 
OF PASTEL 


BAGS 


CENUINE LEATHER 
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and 73 inches 


days. Admittedly, store publicity 
was the main reason for the sale 
and it more than accomplished its 
purpose. 

All too familiar is the practice 
of drug stores and grocery stores 


to sell hardware lines. Pettee’s 
took a leaf from their book. 
Dress goods merchandise was 


carefully selected by competent 
people and only material of ex- 
cellent value was stocked, for no 
one is quicker to realize a good 


r advertisement, four, columns wide 
deep, told Oklahoma City the story. 


bargain than the woman shopper. 
The cost of the merchandise 
amounted to about $1,100 with 
a mark-up of better than 25 per 
cent on the sale. 

And although selling dress 
goods in a hardware store was in 
itself sufficiently startling to en- 
able the store to dispose of its 
entire stock in three days, Pettee’s 
aroused much sympathy in the 
buying public by its frank news- 


(Continued on page 120) 














of Plumbing 


ONVERTING unproductive, 

dimly lighted floor space 

beneath a balcony into four 
model display rooms for plumb- 
ing fixtures and accessories has 
given Reynolds Allen, owner of 
Allen’s Hardware in Salem, Ore., 
a 60 per cent increase in profit- 
able sales as compared with last 
year’s record. 

In February, Mr. Allen decided 
that his store must arrange a more 
efficient and productive display of 
plumbing fixtures. Tubs, sinks, 


, : : lavatories and toilets, centrally dis- 
Customers who are seeking plain, medium-priced fixtures of Lali h i 2 ‘thout 
good quality are conducted into model bathrooms such as this played on the main Hoor wi nos 
and the one shown directly above after they have seen more a background, were not drawing 
expensive merchandise in an adjoining compartment. The ? ce 
room shown at the upper right features low-priced fixtures the customer's eye. People enter 
and the prospective purchaser usually sees it last of all. ing the store seemed to deliberately 
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avoid fixtures as though they were 
‘something indecorus. And, when 
a customer did become interested 
in this merchandise, it took more 
than ordinary salesmanship to con- 
vince him that he ought to pur- 
chase profitable, quality fixtures 
rather than the least expensive 
merchandise on display. 

Mr. Allen looked at the small 
items hopefully offered for display 
in the gloom beneath the balcony. 
“Why not,” he thought to himself, 
“why not convert that unproduc- 
tive space into a fixtures display 
room that would show the cus- 
tomer fixtures as he should see 
them and wants to see them? The 
dimensions are about right. Well, 
then, why not?” 

The small items were removed 
from beneath the balcony without 
much trouble and placed on con- 
venient tables that could be shunted 
about the display room. Four 
model display compartments; ap- 
proximating in size the bathrooms 


Build Sales 
Fixtures 


Reynolds Allen of Salem, 
Ore., took his plumbing 
fixtures and accessories 
off the main floor and dis- 
played them in four model 
compartments so that his 
customers could visualize 
them as they would ap- 
pear in their proper set- 
tings. Total cost for in- 
stallation of these rooms 
amounted to less than 
$40.00—less than $10.00 a 
room. The result has been 
that his sales of plumbing 
fixtures and accessories 
increased 60 per cent for 
April and May, 1937, as 
compared to sales during 
those months in 1936. 
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Mr. Allen sells fixtures for in 
small, modern homes, were de- 
signed to fill the space. Each 
room is 8% feet deep but they 
vary in width from 5 to 61% feet. 
Ceilings are 64% feet in height. 
Partitions of fiber board were 
tacked on light studdings and the 
interior of all compartments were 
calsomined a light ivory. Mr. Allen 
preferred calsomine to paint in 
this instance because each model 
display room could be easily and 
inexpensively altered in appear- 
ance to match the color scheme of 
the fixtures on display. Recessed 


lighting fixtures containing 100- - 


watt globes illuminated the rooms 
with soft, diffused light calculated 
to display both fixtures and trim 
to the best possible advantage. 
This Salem dealer designed and 
built these four model compart- 
ments for convincing fixture dis- 
play at a decidedly nominal cost. 
Less than $40 paid for everything 
including carpenters’ wages, fiber 
board and lighting fixtures. 
Allen’s four model display rooms 
actually cost less than $10 each! 
Records for April and May, 
1937, as compared with the same 
months in 1936, show that plumb- 
ing fixture sales have increased 
60 per cent. And the customers 
—particularly ladies—no longer 
avoid the bathroom merchandise. 
They like to compare the fixtures 
and the various available trim in 


the seclusion of the model room 
compartments. Better still, fix- 
tures displayed in their natural 
environment exemplify quality. It 
is easy for the customer to see the 
difference by stepping from one 
compartment into the other. 

Allen’s model fixture rooms are 
so arranged that the customer sees 
the best displays first. The first 
two compartments feature quality, 
profitable fixtures of advanced de- 
sign such as the customer sees 
advertised in the various national 
magazines. Many, of course, can- 
not afford to buy such superior 
merchandise but they have seen 
the best and the displays serve as 
a yardstick for measuring real 
purchasing capacity. 

Third from the front is a dis- 
play of less expensive bathroom 
fixtures. These are plain and 
standard in appearance but of 
good quality. From this model 
bathroom many country people, 
recently benefited by power line 
extensions and automatic water 
systems, find an appropriate selec- 
tion. 

Last and least conspicuous from 
the front of the store, is the com- 
partment displaying bathroom fix- 
tures at a price that enables Allen’s 
to meet certain types of competi- 
tion effectively. Here tubs, lava- 
tories, toilets and trim are priced 
as cheaply as is consistent with 

(Continued on page 122) 


Reynolds Allen first shows the prospect the advantages of quality fixtures 
of latest design. This display usually measures her real buying capacity. 
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Furnace and Fireside Are 


These Two Warmth Producing Centers 


Have Accessories Worth Displaying 


autumn is once more with 

us. Screens have been stored 
away until next spring and hard- 
ware dealers are now beginning 
to wonder as to how they will best 
be able to capitalize on items 
which help keep the house warm. 
As a matter of fact there are 
three outstanding warmth pro- 
ducers—the furnace, the stove and 
the fireplace. Disregard the stove 
which has a double purpose and 


Stan has departed and 
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concentrate on the two centers 
which have been devised pri- 
marily for the purpose of keep- 
ing the house warm—the furnace 
and the fireplace. 

Shovels, brooms and brushes, 
ash cans and coal scuttles can be 
displayed and well displayed in 
any hardware window. And it’s 
always well when displaying these 
items to stress the point that they 
are essential in the promotion of 
warmth. In fact, it might be well 





to emphasize the point with a 
streamer across the back of the 
window display or by means of 
a display card. Always bear in 
mind the fact that furnace acces- 
sories bulk large in any window 
and do not make the mistake of 
over-crowding your display. Space 
in a window has the same effect 
that white space has in an adver- 
tisement. It serves to emphasize 
the article or articles that should 
be emphasized. 

The fireplace also presents an 
excellent opportunity for public- 
ity via the window. Fireplace 
equipment, wood baskets, screens, 
andirons and a variety of other 
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accessories are bound to catch the 
eye whenever shown. Whether 
they be of brass or wrought iron 
they always manage to attract the 
attention of the passersby. 

The Harpware ACE _inter- 
changeable display fixtures should 
be of decided help in displaying 
accessories for either furnace or 
fireplace. The suggested windows, 
shown above, make exceptionally 
good use of adaptations of these 
displays. 

Color will serve as a stimulus 
to any window and color should 
be used in the background of the 
two displays suggested on these 
pages. Bear in mind the fact that 
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Autumn Display Keynotes 


Excellent Opportunity for Colorful 
Backgrounds in These Fall Windows 


each of these windows features 
articles that are incidental to the 
producing of warmth. In other 
words, the colors used in fixtures 
and backgrounds should strike a 
warm note in keeping with the 
function of the merchandise dis- 
played. Warm yellows, orange or 
even red should serve the purpose 
in the case of the furnace display. 
Naturally the chimney used in the 
display of fireplace accessories 
should be red and with that out- 


standing central point it might be 
well to use a more subdued tint 
for the rest of the background. A 
warm shade of ivory, tan or even 
a gray would serve to accentuate 
the chimney and would moreover 
serve as a neutral background 
against which the brass or iron 
accessories would stand out. And 
whatever you do, don’t overcrowd 
these windows. Give each item 
breathing space so that it can be 
seen easily. 
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PRESIDENT SIGNS PITTMAN-ROBERTSON 


FEDERAL 
(Washington Bureau 
of Harpwarke Aas) 

President Roosevelt has signed 
the Pittman-Robertson Federal- 
Aid-to-Wildlife Bill (S-2670). 
The enactment of this measure 
offers great hope to the wildlife 
resources of the Nation, accord- 
ing to the American Wildlife In- 
stitute. 

The Federal - Aid - to - Wildlife 
Bill was introduced in the Upper 
House by Senators Pittman, 
Clarke, McNary, White, and 
Bailey, members of the Senate 
Special Committee on Conserva- 
tion of Wildlife Resources, and 
was introduced in the Lower 
House by Congressman A. Willis 
Robertson of Virginia. The bill 
was sponsored by the American 
Wildlife Institute, the General 
Wildlife Federation, and many 
other conservation agencies. Its 





AID TO WILD LIFE BILL 


final enactment and approval by 
the President means that approx- 
imately $4,000,000 will be made 
available to the states for wildlife 
restoration. It authorizes for these 
purposes the appropriation of 
nearly $3,000,000 paid annually 
by sportsmen as a Federal tax 
on sporting arms and ammuni- 
tion. The balance will come from 
the states. 

This cooperative fund will be 
used to finance approved wild- 
life restoration programs in the 
states which take advantage of 
the opportunities presented in 
this plan. A perennial fund is 
thus authorized which will assure 
much needed work for the res- 
toration and perpetuation of our 
wildlife, a natural resource of 
inestimable value to the people 
of the country. 





STOWE HDWE. EXPANDS 
ITS FACILITIES 


With the purchase of a large 
tract of land, the Stowe Hard- 
ware & Supply Co., wholesale 
firm of Kansas City, Mo., has 
added a 153-foot frontage to the 
east of its office and warehouse 
building at the northeast corner 
of Thirteenth and Hickory Sts., 
Kansas City. The acquisition of 
this property gives the Stowe 
company an immediate improve- 
ment in its distributing facilities. 
The Rock Island and the Santa 
Fe railroads already serve the 
company and on the new prop- 
erty is a Burlington switch which 
will provide a new direct outlet. 
The firm intends to erect tempo- 
rary buildings on part of the 
tract and the remainder will be 
used for outside storage and 
docks. In all, the property pro- 
vides 120,000 square feet of addi- 
tional space. 


AMERICAN ASPHALT SELLS 
CHI-NAMEL DIVISION 
The Chi-Namel division of the 
American Asphalt Paint Co., 
Kankakee, IIl., has been sold to 
the Minneapolis Linseed Oil 
Paint Co., Minneapolis, Minn. 
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The sales include the entire 
stock of Chi-Namel shelf goods 
on hand, the patents, formulae, 
raw materials, advertising mat- 
ter, and good will. The stock is 
being transferred to plants in 
Minneapolis and Fort Wayne, 
Ind. American Asphalt Company 
is, however, retaining the ma- 
chinery and equipment used in 
the manufacture of Chi-Namel. 


AMERICAN HDWE. SUPPLY 
TO MEET JAN. 24-25 


The annual convention of the 
American Hardware Supply Co., 
41-43 Terminal Way, South Side, 
Pittsburgh, Pa., will be held 
January 24 and 25, 1938. 


SAVOGRAN CO. REBUILDS 
AFTER FIRE 


Although the office and main 
plant of The Savogran Co., 
Boston, Mass., was completely 
destroyed by fire on Aug. 27, 
the company is again in full pro- 
duction and is making shipments 
without delay. A new office and 
manufacturing building is being 
erected for the production of the 
company’s heavy duty cleaner, 
crack filler, remover and bleach- 





er, wood putty, wallpaper re- 
mover, and paint brush cleaner. 

The fire which destroyed the 
buildings, fortunately was pre- 
vented from reaching neighbor- 
ing warehouse buildings, which 
are now serving for manufactur- 
ing purposes and are in full pro- 
duction. 


MACHINERY GROUPS TO 
MEET MAY 9-11 


The triple convention of The 
Southern Supply and Machinery 
Distributors’ Assn., The Ameri- 
can Supply and Machinery Man- 
ufacturers’ Assn., and The Na- 
tional Supply and Machinery 
Distributors’ Assn., will be held 
at the Hotel William Penn, 
Pittsburgh, Pa., May 9, 10 and 
11, 1938. Secretary of Southern 
Assn., Alvin M. Smith, Smith- 
Courtney Co., Richmond, Va.; 
secretary, American Assn., R. 
Kennedy Hanson, 916 Clark St., 
Pittsburgh, and secretary, Na- 
tional Assn., H. R. Rinehart, 505 
Arch St., Philadelphia. 


BUHRMAN-PHARR IMPROVES 
WAREHOUSE BUILDING 


Buhrman-Pharr Hardware Co., 
wholesale, Texarkana, Tex., is 
installing a sprinkler system in 
its No. 3 warehouse. With the 
installation of this equipment, 
the company will have more than 
225,000 square feet or approxi- 
mately 5 acres, of warehouse 
space protected by _ sprinkler 
systems. 





ORGANIZE FIRM TO SELL 
KITCHEN VENTILATOR 


Roy E. Boffenmyer, for over 30 
years with The Lamson & Ses- 
sions Co., Cleveland, Ohio, to- 
gether with J. C. Montgomery 
and M. J. Herr, has organized 





ROY E. BOFFENMYER 


The Ventilator Sales Corp., 1715 
Euclid Ave., Cleveland. They 
have the exclusive sales rights on 
the “Breco” electric kitchen ven- 
tilator, patented in 1936, and are 
now arranging territorial dis- 
tributorships and representation. 


MILLSITE STEEL PURCHASES 
BEETLE BUG EQUIPMENT 
The Millsite Steel & Wire 

Works, Howell, Mich., purchased 

factory equipment, patents, etc., 

of the Beetle Bug Bait Co., of 

Detroit. An entirely new line of 

baits will be offered by Millsite 

this year. 





SUPERKELEEN SALESMEN MEET AT BUFFALO 





In a gala shipboard atmosphere, members of the Buffalo staff 
of Devoe & Raynolds, Inc., 1 W. 47th. St., New York City, and 
wholesaler guests met for their annual Superkleen brush sales 
meeting at the Iroquois Room of the Statler Hotel. This marked 
the start in a nation-wide contest in which 20 trips to Bermuda 
will be awarded wholesale salesmen turning in outstanding sales 
records. A. H. Mohrhusen, Superkleen sales manager and H. J. 
Birtch, manager of Devoe’s Buffalo staff were the principal 


speakers. 
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F.T.C. TIGHTENS ENFORCEMENT 
OF ITS CEASE AND DESIST ORDERS 


(Washington Bureau 
of HARDWARE AGE) 

Taking steps to tighten the en- 
forcement of its cease and desist 
orders, the Federal Trade Com- 
mission recently indicated it may 
hereafter require frequent com- 
pliance reports from firms found 
guilty of violations. 

Rule 22 of the Commission’s 
procedure has been revised by 
the addition of the following: 

“Within its sound discretion 
the Commission may require any 
such respondent or respondents 


from time to time thereafter, to 
file further reports in writing, 
setting forth in detail the man- 
ner and form in which they are 
complying with the said order.” 
Heretofore, the Commission 
has required only one report filed 
within a specified time following 
issuance of a cease and desist 
order. The Commission’s action 
is understood to be the result 
of instances where the violators 
resorted to the practices com- 
plained of after having made the 
required report on compliance. 





TIMKEN STEEL & TUBE 
MAKES SALES CHANGES 


W. P. White has been appoint- 
ed district manager in charge of 
steel and tube sales in the east- 
ern and southern Pennsylvania 
district by the Steel & Tube Di- 
vision of the Timken Roller 
Bearing Co., Canton, Ohio. He 
will make his headquarters at 


1208 North Broad St., Philadel- 


phia. 

A. R. Adelberg, district man- 
ager in charge of sales in New 
York, will supervise steel and 
tube sales in the Philadelphia 
district as well as in the New 
York area. 


MINNESOTA MINING & MFG. 
TO IMPROVE PLANT 


The Minnesota Mining & Mfg. 
Co., St. Paul, Minn., is inaugurat- 
ing a building and improvement 
program at its Saint Paul plant 
that consists of a new factory 
building which will contain 127,- 
640 additional square feet of floor 
space and cost approximately 
$440,000. The company in addi- 
tion to its 14 branches, operates 
factories at Detroit, Mich., Akron, 
Ohio, and Wausau, Wis. 


LUCAS & CO. CHANGES 
SALES STAFF 


John Lucas & Co., Inc., 322 
Race St., Philadelphia, Pa., 
manufacturer of paints, coinci- 
dent with its entering the 89th 
year of business, has announced 
changes in its sales staff. Forbes 
Getty, manager of the Pittsburgh 
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sales division, has been trans- 
ferred to Chicago as head of 
that division, while James J. 
Pettit, manager of the Washing- 
ton sales division, assumes charge 
of the enlarged Philadelphia 
sales division. 





NORGE BUILDS 
NEW PLANT 


Norge Division, Borg-Warner 
Corp., Detroit, Mich., has erected 
a new complete gas and electric 
range plant at Muskegon, Mich., 
and machinery and equipment 
from the Detroit plant has been 
transferred there. The Norge 
Muskegon manufacturing facili- 
ties now include 28 acres of 
plant ground and 721,295 feet of 
floor area. Warehouse capacity 
is now sufficient to store 50,000 
manufactured units. 


WM. H. BALDWIN HEADS 
WARWOOD TOOL CO. 


At the recent annual meeting 
of the Warwood Tool Co., Wheel- 
ing, W. Va., William H. Baldwin 
was elected president and trea- 
surer. He had formerly been 
vice-president and treasurer and 
in his new capacity as head of 
the company, succeeds John A. 
Moore, who has retired. 

Mr. Baldwin’s father, the late 
Frank M. Baldwin, organized the 
Baldwin Tool Works, Parkers- 
burg, W. Va., in 1910, and in 
1924, Mr. Baldwin, having pre- 
viously been identified with the 
shovel industry, succeeded his 
father as president and treasurer 
of that company. Following the 





formation of the Ames Baldwin 
Wyoming Co. in 1931, which ab- 
sorbed the Baldwin Tool Works, 
he was employed as plant man- 
ager and in various other capaci- 
ties until the middle of 1935. 
During that period he became 
financially interested in the War- 





W. H. BALDWIN 


wood Tool Co. and in July, 1935, 
resigned from the Ames Baldwin 
Wyoming Co. to become vice- 
president and treasurer of War- 
wood. In that position he re- 
mained until his recent election 
to the presidency. 


WOODWARD IN PITTSBURGH 
FOR WARREN TELECHRON 

R T. Woodward has been as- 
signed to cover the Pittsburgh, 


Pa., territory for the Warren 
Telechron Co., Ashland, Mass. 





CORNING GLASS HEAD ON 
NEW YORK BANK BOARD 


At the regular meeting of the 
board of directors of the Na- 
tional City Bank of New York, 
Amory Houghton, president of 
the Corning Glass Works, Corn- 
ing, N. Y., was elected to the 
bank directorate. Mr. Houghton 
became associated with the Corn- 
ing company in 1921 and has 
been its president since 1930. He 
is also vice-president of the Blue 
Ridge Glass Corp., secretary, 
Empire Machine Co., and direc- 
tor of the Hartford-Empire Co., 
American Blank Co., L’Electro 
Refractaire, Corning Trust Co. 
and Steuben Glass, Inc. 


KITCHEN BUREAUS SPREAD 
OVER COUNTRY 


Kitchen Modernizing Bureaus 
increased in numbers 182 per 
cent between Aug. 1, 1936, and 
Aug. 1, 1937. The year’s increase 
adds 100 new bureaus to last 
year’s 55. The annual report of 
the National Kitchen Moderniz- 
ing Bureau, 420 Lexington Ave., 
New York City, includes a list 
of local bureaus in 40 states and 
the District of Columbia and 
testifies to the rapid spread of 
the movement since the national 
bureau was established two years 
ago. Territorial surveys also in- 
dicate that kitchen modernizing 
activities are today no longer re- 
stricted to established bureaus 
but are being extensively carried 
on through an increasing variety 
of channels. 





HISTORICAL LATHE GIVEN TO ALABAMA POLYTECHNIC 





This lathe, perfectly attuned and capable of precision work even 
today, although used to drill the bore of many antiquated cannon 
in Confederate Gun Works at Selma, Ala., was recently presented 
to the Alabama Polytechnic Institute by the Tennessee Coal, Iron 
& Railroad Co., subsidiary of the United States Steel Corp., 71 
Broadway, New York City. It stands on the campus at Auburn, Ala. 
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PROGRAM FOR CHICAGO CONVENTION GETS UNDER WAY 


Registration at the seventy- 
fifth semi-annual convention of 
the American Hardware Manu- 
facturers’ Association and the 
forty-third annual convention of 
the National Wholesale Hard- 
ware Association, Oct. 18 to 21, 
in Chicago, will begin at the 
Palmer House, at 9 a. m., Mon- 
day, Oct. 18. Indications are 
that the attendance at this con- 
vention will exceed any previous 
record. 

The facilities of the Palmer 
House are such that all activities 
of the convention will be cen- 
tered on the fourth floor, includ- 
ing the “Hardware Lobby” which 
affords excellent opportunities for 
contact among members of both 
associations. 

The first session of the con- 
vention will be held Monday eve- 
ning and it will feature a musi- 
cal program; brief remarks by 
the presidents of both organiza- 
tions, and an inspirational ad- 
dress by Douglas Malloch, a 
popular speaker. This meeting 
will be followed by an informal 
reception and dancing. 

On Tuesday morning there 
will be separate sessions of the 
two groups. The meeting of the 
American Hardware Manufactur- 
ers will be opened by the an- 
nual address by President 
Thompson. This will be fol- 
lowed by an address, “American 
Business Today and Tomorrow” 
by an industrialist of national 
reputation. The session will con- 
clude with an address, “Amer- 
ica’s Balance Sheet,” by Henry 
H. Heimann, executive manager 
of the National Association of 
Credit Men. Mr. Heimann, the 
active head of an organization 
of 20,000 members in the fields 
of banking, wholesaling and 
menufacturing, is a distinguished 
business analyst and economist. 

President Shannon Crandall, 
California Hardware Co., will 
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Sec. Wholesale Assn. 





ATTENDANCE EXPECTED 


preside at the session of the 
National Wholesale Hardware 
Association. 

The meeting of the National 
Association of Sheet Metal Dis- 





Cc. F. ROCKWELL 
Sec. Mfrs. Assn. 


tributors, with president A. W. 
Howe of the J. M. & L. A. Os- 
born Co., Cleveland, Ohio, pre- 
siding, will be held Tuesday 
afternoon. 

Wednesday morning, Dr. Har- 
old G. Moulton, president, Brook- 
ings Institute, will address an 
open meeting of the manufac- 
turers on “The Wage, Hour and 
Price Problem.” Both groups will 


REPUBLIC APPOINTS WARD 
TO CHICAGO DISTRICT 


Frederick R. Ward has been 
appointed assistant district man- 
ager of the Chicago district of 
Republic Steel Corp., Cleveland, 
Ohio. J. L. Hyland is manager 
of that district. Mr. Ward's first 
position was as chemist for the 
Corrigan, McKinney Steel Co., 
Cleveland. Following that he 
was affliated in various capaci- 
ties with several steel firms and 
came to Republic in July last 
year as assistant superintendent 
of the finishing mills and special 
process division in the Chicago 
district. 


BILL PROVIDES FOR STUDY 
OF STREAM POLLUTION 


The Potomac Valley will be 
turned into an experimental labo- 
ratory for the study and control 
of stream pollution under the Po- 
tomac River pollution bill signed 
on August 31 by President Roose- 
velt. 

Following the recommendation 
of the National Resources Com- 
mittee, the law provides for a 
pact between the District of Co- 


TO BREAK ALL RECORDS 


convene at 11 o’clock to consider 
“Price Discrimination and Price 
Maintenance”—a_ discussion to 
cover developments to date in 
connection with the Robinson- 
Patman Act, the Tydings-Miller 
Bill, and state fair trade laws 
in general. The Honorable 
Wright Patman, representative 
in Congress and co-author of the 
Robinson-Patman Act, will make 
a full presentation of the sub- 
ject and will answer questions 
relevant to his discussion. It is 
suggested that members desiring 
to question Mr. Patman, write 
their questions and hand them to 
the secretaries of either associa- 
tion in advance of the meeting. 

There will be no meetings of 
either association on Wednesday 
afternoon. On Thursday morn- 
ing, the usual reports and elec- 
tion of officers will be conducted 
at the annual business meeting 
of both associations. Entertain- 
ment features of the convention 
will be up to the usual high 
standard at these gatherings and 
will be announced later. 

A committee on arrangements 
for the dinner of the Old Guard 
Southern Hardware Salesmen’s 
Association has been appointed 
by George T. Price, president of 
that group. It is composed of 
J. C. Calhoun, A. L. McArthur, 
and W. P. Joslin. 





lumbia and the four states with 
territory in the Potomac Valley 
—Virginia, West Virginia, Mary- 
land and Pennsylvania. These 
states will cooperate in studying 
and controlling pollution in the 
14,000 square miles of the river’s 
watershed which is to be trans- 
formed into a Joint Conservancy 
District. 

The bill has been hailed by its 
sponsor, Rep. Jennings Randolph, 
Democrat, of West Virginia, as 
of great value to other sections 
of the country which he thinks 


u 




















will profit by the demonstration. 
He forecasts the legislation will 
result in purification of the Po- 
tomac for fishing, bathing and 
other recreation purposes. 

The Potomac River is recog- 
nized as having a high pollution 
content at certain points and also 
is said to have problems of sew- 
age and industrial waste which 
are duplicated in other streams. 





APPOINTS CHIGAGO AGENT 


Arthur M. Newhouse, 616 So. 
Michigan Ave., Chicago, Ill., has 
been appointed district sales rep- 
resentative in the Metropolitan 
Chicago area for the Monarch 
Metal Weatherstrip Corp., St. 
Louis, Mo., handling the firm’s 
individually packaged Metalane 
weatherstrip. 


PASHA TO CONVENE IN 
PHILA., FEB. 1-4 


The Pennsylvania and Atlantic 
Seaboard Hardware Association 
will hold its annual convention 
and exhibition in Convention 
Hall, Philadelphia, Pa., Feb. 1, 
2, 3 and 4, 1938. W. Glenn 
Pearce, 400 N. Broad St., Phila- 
delphia, is managing director. 





FOREIGN REPRESENTATIVES 
VISIT ATKINS FACTORY 


Recently Elstner Hilton and 
M. P. Mandry visited the factory 
of E. C. Atkins and Co., Indian- 
apolis, Ind., to discuss foreign 
trade activities. Both had very 
interesting reports and agree that, 
“In spite of the warlike condi- 
tions of both Europe and Asia, 
American manufacturers should 
continue to be optimistic about 
export business.” 

Shown in the photograph are 
Mr. Hilton, Atkins world travel- 
er; A. J. Nugent, foreign trade 
manager; Mr. Mandry, Atkins 
representative from San Juan, 
Puerto Rico; K. W. Atkins, vice- 
president and sales manager of 
the company. 





Atkins’ Visitors with 
K. W. Atkins, vice- 
pres. and sales man- 
- ager, on the extreme 
right. 
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HARDWARE AGE SPECIAL 


Again this year, as in previous 
years, Harpware AcE has made 
arrangements with the Pennsyl- 
vania Railroad for a special train 
to carry delegates to Chicago for 
the joint convention of the Na- 
tional Wholesale Hardware Asso- 
ciation and the American Hard- 
ware Manufacturers’ Association, 
Oct. 18 to 21. Leaving Oct. 16, 
(Boston, 9.00 a. m.; New York, 
2.25 p. m.) the train will arrive 
at Chicago the following morning 
at 7.50 a. m. Special through 
service has been arranged from 
Boston, Hartford, New London, 
Providence, New Haven, Stam- 
ford, New York City, Philadel- 
phia, Baltimore, etc., so that 
wholesalers and manufacturers 
may enjoy each other’s company. 

The Special will have the latest 
modern air-conditioned equip- | 
ment, special meals and every 
known kind of modern Pullman 
facility, at no extra cost for 
railroad and Pullman rates from 
all New England points are the 
same as the rates applying on 
any other railroad service from 
such points to Chicago. Those 
wishing to leave a day earlier or 
a day later, may make arrange- 





WILL AGAIN CARRY 


CONVENTIONITES TO CHICAGO CONVENTION 


ments for especially arranged 
Harpwake AGE cars on The Gen- 
eral leaving New York City daily 
at 4:40 p.m. and arriving at Chi- 
cago, 8:50 a.m. the next morning. 

Local travel agents or any rail- 
road ticket office can make reser- 


vations for this special train, ar- 
ranging for lower berths, bed- 
rooms, compartments or drawing 
rooms. Special data on this train 
available from Harpware AGE, 
Editorial Department, 239 W. 
39th St., New York City. 





VIRGINIA ASSN. TO 
MEET FEB 22-23 


The 19th annual convention of 
the Virginia Retail Hardware As- 
sociation will be held at the Jef- 
ferson Hotel, Richmond, Va., 
Feb. 22 and 23, 1938. R. A. 
Frayser, 602 E. Broad St., Rich- 
mond, is acting secretary of the 
association. 


ALABASTINE APPOINTS 

DETROIT DISTRIBUTOR 
The Alabastine Co., Grand 
Rapids, Mich., has appointed The 
Randolph Paint and Wall Paper 
Co., Detroit, Mich., as distributor 
for its complete line of oil paints, 
enamels, varnishes, and water 





paints for Detroit and Wayne 
County. Max Schwartz is presi- 
dent of the Randolph company. 
Bernard Waldman will represent 
the company in that territory. 


JAMES HITCHCOCK JOINS 
HORTON SALES FORCE 


James Hitchcock has recently 
been added to the sales organi- 
zation of the Horton Mfg. Co., 
Fort Wayne, Ind., manufacturer 
of Kleen Zoning washers and 
Beauty-Aid ironers. He will make 
his headquarters in Minneapolis, 
Minn., and will have charge of 
the company’s central northwest 
territory. 

Mr. Hitchcock’s first experi- 
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All aboard for the Hard- 
ware Age Special. It 
leaves New York on Oct. 16. 
at 2:25 p. m. 








ence with specialty lines was 
with the Atwater Kent Mfg. Co., 
with whom he spent five years 
as assistant general sales man- 





JAMES HITCHCOCK 


ager. He then became associated 
with Philco first as advertising 
and promotion manager of the 
battery division and then as sales 
manager of the automobile bat- 
tery division. Prior to his coming 
with Horton, he was sales man- 
ager for the appliance division 
of the Dichel Distributing Co. of 
Philadelphia, Pa., distributors 
for Horton washers and ironers 
in that territory. 





WEST VIRGINIA GROUP 
TO MEET, FEB. 21-22 


The West Virginia Hardware 
Association will hold its annual 
convention at The Greenbrier 
Hotel, White Sulphur Springs, 
W. Va., Feb. 21 to 22, 1938. 
H. B. Clower, Oak Hill, W. Va., 
is secretary-treasurer 


SHERMAN-KLOVE CO. PLANS 
FACTORY ADDITION 


The Sherman-Klove Co., Chi- 
cago., Ill., manufacturer of socket 
wrenches, hand tools for mechan- 
ics, tool boxes, contract screw 
machine products, fishing tackle 
boxes, and sheet metal products, 
is planning to erect a $200,000 
addition to its plant at 3531 W. 
47th St. 


OHIO HARDWARE ASSN. 
WILL MEET IN FEB. 


The fifth annual convention 


and exhibition of The Ohio 


| Hardware Association will be 





held Feb. 15, 16, 17 and 18, 1938, 
at Columbus, Ohio. Convention 
headquarters will be the Deshler- 
Wallick Hotel and the exhibition 
will be held at the Columbus 
Auditorium. John B. Conklin is 
secretary-treasurer of the associ- 
ation, with headquarters at 175 
South High St., Columbus. 
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This attractive display was sponsored by the Pittsburgh Retail Hard- 
ware Association and attracted 10,000 people daily to the association’s 


booth at the Allegheny County Fair. 


PITTSBURGH HARDWARE ASSN. EXHIBITS 
AT ALLEGHENY COUNTY FAIR 


The Pittsburgh Retail Hard- 
ware Dealers’ Association was 
represented at the Allegheny 
County Fair, Sept. 2 to 6, inclu- 
sive, with a hardware display, 
conceived and carried out by 
Walter E. Whitehead and Otto 
Kossler, respectively president 
and secretary of the association. 
The booth was attractively dec- 
orated in orange and black with 
red lettering on an electrically 
operated turntable centered in 
the display. Electrically lighted 
panels also made up the side of 
the display. The lettering was so 
prominently placed that it was 
visible at a distance of 40 or 50 
feet. 

The purpose of the display was 
to inform the million and a half 





visitors to the Fair that the local 
hardware store was the logical 
source for their hardware re- 
quirements. Four hardware deal- 
ers were in constant attendance 
at the booth and distributed sou- 
venirs among the visitors and an- 
swered questions. 

There were daily awards given 
averaging from $25 to $55 each. 
At the close of the Fair, two 
grand prizes were awarded—an 
American Beauty electric wash- 
ing machine and a radio. 

It is estimated that approxi- 
mately 10,000 persons visited the 
hardware display daily, thus giv- 
ing dealers an opportunity to 
meet their customers at the fair 
and to advertise their stores al 
no expense to themselves. 





OSCAR BOETTICHER 
PLANS TO RETIRE 
Oscar Boetticher, until recent- 
ly vice-president of Boetticher & 
Kellogg Co., wholesale hardware 





OSCAR BOETTICHER 





firm of Evansville, Ind., is re- 
tiring from active participation 
in the affairs of the company 
and will devote his time to travel! 
and other leisurely pursuits. Mr. 
Boetticher, accompanied by Mrs. 
Boetticher and their sons, Oscar, 
Jr., and Henry, are planning to 
take a trip around the world 
this winter. Upon their return 
they will make their residence 
in California. 

Mr. Boetticher, who is a mem- 
ber of the Harpware Ace Fifty 
Year Club, has been associated 
with Boetticher & Kellogg for a 
total of 53 years. The firm was 
founded by his father and with 
it he received his start in the 
business world as assistant por- 
ter. He successively advanced to 
stock man, order clerk, ‘retail 
clerk, and traveling representa- 
tive. Following this experience, 
he was made vice-president of 
the company, in which position 





he remained until he disposed 
of his interests to several of the 
company’s employees last March. 





NEW ENGLAND DEALERS 
TO MEET IN BOSTON 


The annual convention and 
exhibit of the New England 
Hardware Dealers Association 
will be held March 2, 3 and 4, 
1938, at the Hotel Statler, Bos- 
ton, Mass. George G. Hoy is sec- 
retary of the association, with 
headquarters at 140 Federal St., 
Boston. 


STEEL & TUBES OPENS 
BALTIMORE OFFICE 


Steel & Tubes, Inc., subsidiary 
of Republic Steel Corp., Cleve- 
land, Ohio, has opened a branch 
office in Baltimore, Md. H. S. 
Smith is in charge of the new 
office and will handle the entire 
line of products, including Elec- 
trunite mechanical, boiler, con- 
denser, stainless steel and struc- 
tural rail carbon steel tubing, 
Electrunite Steeltubes, and con- 
duit. 


KENTUCKY HDWE. ASSN. 
TO MEET JAN. 18-20 


The Kentucky Hardware & 
Implement Association will hold 
its annual convention and exhibit 
Jan. 18, 19 and 20, 1938, at 
the Seelbach Hotel, Louisville, 
Ky. 








LLEW SOULE ADVANCED BY 
SURPLESS, DUNN & CO. 
Effective Sept. 1, Llew S. 

Soule was given complete charge 

by Surpless, Dunn & Co., 74 

Murray St., New York City, of 





LLEW 8S. SOULE 


the southern territory including 
states East of the Mississippi 
river and South of the territory 
now covered by Warren Hart- 
shorne, with the exception of the 
cities of Louisville and Memphis. 
These cities have for years been 
taken care of by James Surpless 
from the firm’s Chicago office. 

The southern territory West of 
the Mississippi river, including 
the cities of Arkansas, etc., will 
be covered by Van _ Voorhis 
Haight. 








SARGENT EXHIBIT 
WINS AWARD 





At the Silver Jubilee Convention of the American Electro- 
platers Society held recently in New York City, the above ex- 
hibit of Sargent & Co., New Haven, Conn., was awarded second 
prize. The exhibit displayed Sargent door lock sets, entrance 
door handles, door knockers, door pulls, and other products. 

Philip Sievering, Inc., Newark, N. J., a job plating concern, 
was awarded first prize and a foreign exhibitor received the 


third prize. 
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BROOKLYN DEALERS PLAN 
‘A HARDWARE SHOW 


At the Sept. 9th meeting of 
the Brooklyn Hardware Associ- 
ation in the Johnston Bldg., 
Brooklyn, N. Y., the possibility 





A. C. FLAMMEN 


of holding a second annual hard- 
ware exhibit in January, 1938, 
was discussed. A. C. Flammen, 
of Brennan, Flammen & Simp- 
son, attorneys-at-law, New York 
City, was guest speaker. He read 
editorials appearing in the New 
York Law Journal and pertain- 
ing to the Robinson-Patman act 
and price control legislation. Fol- 
lowing his talk he answered 
dealer’s questions on this legis- 
lation. Sydney Atkinson, R. J. 
Atkinson, Inc., Brooklyn, and 
president of the association, 
brought to the attention of the 
dealers the attempts to unionize 
hardware clerks, both by the 
A.F. of L. and the C.I.0. in Man- 
hattan. 


W. W. McDONALD NOW WITH 
THE RODLEY CO. 


W. W. McDonald, associated 
with The Peck, Stow & Wilcox 
Co., Southington, Conn., has re- 
signed, effective Sept. 1, to be- 
come associated with The Rodley 
Co., 301 Congress St., Boston, 





W. W. McDONALD 


SEPTEMBER 23, 1937 





Mass., wholesale firm of hard- 
ware, automotive and electrical 
products. Mr. McDonald will 
represent the company in Con- 
necticut, western and _ central 
Massachusetts and Vermont and 
a few towns in New Hampshire 
and Rhode Island. Mr. McDon- 
ald is also a charter member of 
The Nutmeggers. 


OCTOBER IS ELECTRIC 
BUFFET MONTH 


The Electrical Housewares 
Program, 420 Lexington Ave., 
New York City, sponsored by the 
Edison Electric Institute, and a 
group of appliance manufactur- 
ers, have designated October 
as electric buffet entertaining 
month. The organization has 
prepared a Plan Book which pre- 
sents the various promotional 
material available for local use. 


BERGER MFG. CO. OPENS 
ST. LOUIS WAREHOUSE 


A three-story warehouse with 
40,000 square feet of floor space 
has been opened at 1425 North 
Second St., St. Louis, Mo., by 





HORACE A. WILLIAMS 


the Berger Mfg. Co., subsidiary 
of Republic Steel Corp., with 
main offices and plants in Can- 
ton, Ohio. A complete line of 
Berloy Blue Label sheet metal 
building products has been 
stocked. 

Horace A. Williams has been 
appointed manager of the new 
warehouse. A native of St. Louis, 
Mr. Williams started with the 
Berger company in 1910 and 
served until 1930, when Berger 
discontinued its building prod- 
ucts lines. Since then he has 
been active in the sheet metal 
industry in the St. Louis terri- 
tory. 

The Berger company re-en- 
tered the steel building products 
field early this year with a sep- 








arate plant covering 30 acres 
and 150,000 square feet of manu- 
facturing floor space. The fac- 
tory is equipped with the latest 
steel metal fabricating machines 
for the exclusive production of 
the Berloy Blue Label line. Plans 
are now being formulated for the 
opening of several other new 
warehouses, according to L. S. 
Hamker, executive vice-president 
and general manager of the 
company. 





IOWA ASSN. TO MEET IN 
DES MOINES, FEB. 8-11 


The 40th Anniversary Iowa 
Hardware and House Furnish- 
ings Show of the Iowa Retail 
Hardware Association will be 
held in Des Moines, Iowa, Feb. 8, 
9, 10 and 11, 1938. The mer- 
chandise exhibit will be held in 
the Coliseum building and con- 
vention headquarters will be at 
the Hotel Savery in Des Moines, 
Iowa. 








HARDWARE BRIEFS 








CALIFORNIA 


The Swinnerton Bros. Hard- 
ware and Plumbing store has 
been opened at 5536 Santa 
Monica Blvd., Hollywood, Calif. 





INDIANA 


A new and modern hardware 
department store, to be known 
as Greenwood and Co., will be 
opened at 8-12 N. First St., Vin- 
cennes, Ind. ‘The firm will fea- 
ture general hardware, paints, 
oils, electrical supplies, plumbing 
fixtures and supplies, roofing, 
fencing, farm supplies, house- 
wares, and general merchandise. 





IOWA 
A. E. Glines has sold his hard- 


ware store at Reinbeck, Iowa, 
to J. W. Keeling of Fredericks- 
burg, that state. 





KENTUCKY 


W. H. Funk, proprietor of the 
Warren County Hardware Co., 
Bowling Green, Ky., for almost 
30 years has sold the business 
to Maurice A. Hill of Louisville, 
who has assumed charge of the 
business. The firm name _ will 
continue unchanged and _ there 
will be no change in personnel. 
Both the interior and exterior 
of the store will be modernized. 





Messrs. Ernest and John 
Fiechter have opened the Fiechter 
Hardware Co. in London, Ky. 





MASSACHUSETTS 


The Wakefield Supply Co. has 
been opened at 456 Main St., 
Wakefield, Mass., with lines of 
hardware, plumbing, paints, and 
electrical supplies. David S. 
Berman is proprietor of the busi- 
ness. 


MINNESOTA 


G. S. Rodberg and E. A. 
Schroeder have purchased the 
Sanvik Hardware at Starbuck, 
Minn. They were formerly con- 
nected with the Alexandria 
(Minn.) Hardware for a num- 
ber of years. 





NEBRASKA 


Joyce Kemper has purchased 
the hardware and implement 
store of R. W. Weidenhaft at 
Ericson, Neb. Mr. Kemper was 
a resident of Thedford, Neb. 





NEW JERSEY 


Mahoney & Harvey, Inc., is 
closing its Sea Bright, N. J., 
store which has been in opera- 
tion for the past 27 years and 
is transferring all of its business 
and merchandise to its store at 
30 Monmouth St., Red Bank, 
oo 


NEW YORE 


The Reiss-Hantman Co. has 
leased an entire building at 153- 
59 South Pearl St., Albany, N. 
Y., and will handle a complete 
line of plumbing, heating and 
electrical supplies, wall paper 
and paints, refrigerators, wash- 
ing machines, radios, etc. The 
company is headed by Leo Reiss 
who has been with the Durst 
Mfg. Co., 468 Broadway, New 
York City, for a number of years, 
and Mrs. Fay Hantman. 





OREGON 
The Hansen Hardware, Med- 
ford, Ore., has added 50x120 
feet of additional space to its 
store by acquiring a portion of 
the Hansen Bldg. at Sixth and 
Bartlett Sts., Medford. 
PENNSYLVANIA 
A store building is to be 
erected in Hatboro, Penna., for 
the Hatboro Hardware Co. 





The Royersford Hardware Co. 
is remodeling its store on Main 
St., Royersford, Pa., and enlarg- 
ing its quarters to provide double 
the present amount of space. 





SOUTH CAROLINA 
Marshall Hardware and Sup- 
ply Co., has opened in its new 
building on West Main St., Rock 
Hill, S. C. C. H. Albright is in 
charge of the store’s hardware 
department. 
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NORGE DIVISION ADVANCES 
JOHN H. ENAPP 

John H. Knapp has been pro- 

moted to assistant to the presi- 

dent, Howard E. Blood, Norge 

Division, Borg-Warner Corp., De- 





HOWARD E. BLOOD 


troit, Mich. This change is de- 
signed to give Mr. Knapp more 
general management responsibil- 
ity over Norge activities, and to 
enable Mr. Blood to give more 
time to his expanding functions 





JOHN H. KNAPP 


as executive vice-president of the 
Borg-Warner Corp. with its 
varied operations. 

Paul Zimmerman, for 25 years 
with General Electric and since 
1926 in charge of that company’s 
policy planning, sales manage- 
ment and operation for its varied 
lines, has been appointed vice- 
president in charge of sales for 
Norge. Mr. Zimmerman was also 
a director of both G.-E. Supply 
Corp. and the G.-E. Contracts 
Corp. 

KING HARDWARE MOVES 

BUYING OFFICES 

The buying offices of the King 
Hardware Co., wholesale, Atlanta, 
Ga., have been moved to 490-504 
Marietta St. 
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HERBERT R. JOHANSON 
Herbert R. Johanson, 52, for 
more than 20 years manager of 


the sporting goods department of 
Wright & Wilhelmy Co., Omaha, 





H. R. JOHANSON 


Neb., died of a heart attack at 
his home in that city, Sept. 7. 
Mr. Johanson had been associ- 
ated with the hardware company 
for 34 years. He leaves his 
mother, two sisters and two 
brothers. 


FREDERICK C. IRVINE 


Frederick C. Irvine, Denver 
representative of Joseph T. Ry- 
erson & Son, Inc., died recently 
in that city at the age of 58. He 
had been identified with the 
company since 1897 and had 
been stationed in Denver since 
1914. 


CHARLES J. SULLIVAN 


Charles J. Sullivan, 84, pioneer 
Seattle, Wash., hardware dealer 
died at his home there after a 
long illness. Mr. Sullivan estab- 
lished his hardware business in 
Seattle in 1883 and it was one 
of the few survivors of the great 
Seattle fire. He leaves his 
widow, and two daughters. 


WILLIAM E. ACOMB 


William E. Acomb, 57, for 21 
years superintendent of the 
American Steel & Wire Co. plants 
at Waukegan, Ill., passed away 
suddenly, Aug. 28, of a heart 
attack. 


WILLIAM F. JENNISON 


William F. Jennison, 72, for 
many years one of Bay City, 
Mich., leading business and civic 
figures, died Sept. 1, after an 
illness of six weeks. Mr. Jen- 





OBITUARY 


nison served for 50 years as 
president of the Jennison Hard- 
ware Co. of Bay City, founded 
by his father in 1850. He was 
also a member of the board of 
directors of the Robert Gage 
Coal Co., and of the National 
Bank of Bay City, as well as 
active in the affairs of several 
civic organizations. 

He leaves his widow, three 
daughters, and a brother, George 
B. Jennison of Bay City. 





CHARLES McNELLIS 


Charles McNellis, 46, secretary 
of the Imperial Brass Mfg. Co., 
Chicago, IIl., died recently fol- 
lowing a brief illness. Mr. Mc- 
Nellis had been connected with 
the Imperial organization for 31 
years and headed the builders 
hardware division of the com- 
pany. He is survived by his 
widow, three daughters, and three 
sons. 


CHARLES NEAVE 


Charles Neave, 69, counsel and 
member of the board of directors 
of the General Electric Co., died 
at his home in Ossining, N. Y., 
Sept. 10. Mr. Neave had been 
counsel for the company for the 
past 35 years and was elected to 
the board in 1936. 





ALBERT E. CULLEY 


Albert E. Culley, 65, who re- 
tired as treasurer of the Simonds 
File Co., a Simonds Saw & Steel 
Co. subsidiary, in 1932, died 
Aug. 19. 


Clark Witbeck, whose death at 
85, was announced in the Sept. 
9th issue of HARDWARE AGE. 


‘ 





CLARK WITBECK 


Mr. Witbeck was president of 
Clark Witbeck Co., wholesale 
hardware firm of Schenectady, 
= oe 











HARRY SAYRE SCHOTT 


Harry Sayre Schott, 52, vice- 
president in charge of sales and 
advertising for the National Car- 
bon Co., New York City, passed 








HARRY 8. SCHOTT 


away Sept. 1, following an op- 
eration a week previously. Mr. 
Schott’s first business experi- 
ence was with the Western 
Electric Co., which he left in 
1913 to join the National Carbon 
Co. as a salesman in the Cana- 
dian division. 

He later came to the New 
York office of the company where 
he was appointed assistant sales 
manager. In turn he served as 
division manager, assistant gen- 
eral sales manager and general 
sales manager, and five years ago 
was promoted to vice-president in 
charge of sales and advertising. 

Surviving Mr. Schott are his 
widow and two sons, Donald and 
Kenneth. 


FRANK W. SCHMITT 


Frank W. Schmitt, 41, auditor 
of the Peaslee-Gaulbert Corp., 
Louisville, Ky., and employed by 
the company for 20 years died 
Sept. 8 following an operation. 
His widow survives. 








ATKINS LAUDED FOR ITS 
DIRECT MAIL PROGRAM 


E. C. Atkins and Co., Indian- 
apolis, Ind., has been given na- 
tional recognition for its direct 
mail advertising program. This 
distinction is extended to only 50 
manufacturers annually by the 
Direct Mail Advertising Associa- 
tion from among several hundred 
entrants in the United States and 
Canada. The sales and advertis- 
ing departments of E. C. Atkins 
and Co. are headed by K. W. 
Atkins, vice-president, and M. W. 
Dallas, advertising and sales pro- 
motion manager. 
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LIGHTNING RODS WERE 
WORN ON LADIES’ HATS 
\N FRANCE IN THE LATE 
ISTH CENTURY— 
THE ROD COKSISTED OF A 
LOG SILVER CHA/K/ THAT 
DRAGGED ALONG THE GROUND 
AND WAS ATTACHED To 
A METAL WRE THAT ENCIRCLED 
THE RIBBON OF THE 
HAT - 
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JP—) A CHAINLESS BICYCLE 1S OFTEN SEEM UPON 

BERLIN, GERMANY STREETS, PROPULSION 

vi /$ BY A SYSTEM OF LEVERS WHICH 
Ay) 











ENGAGE COGS IM) THE REAR 
WHEEL. THE NOVEL BICYCLE 15 
SAID 70 BE TWICE AS EASY JO 
Seti) ZROPEL AS THE CONVENTIONAL 
TYPE AND THERE 15 KO DANGER 
OF THE CLOTHING BEMIG 
CAUGHT IK 





KITCHEN HARDWARE 
MADE UP THE COSTUME 
THAT WON FIRGT PRIZE 
FOR DIANNE GLASER 
IN A“UNIQUE BATHING SUIT” 
CONTEST RECENTLY 
HELD AT A NEW YORK 
HOTEL 











WHEELBARROWS IN NORTHERN CHINA 
ARE OFTEN EQUIPPED WITH SAILS TO 
HELP PUSH THEM ALONG — 
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ADVANCES 


Poultry Supplies. 

Most Sizes Galv. Horse Muzzles. 

American Painted Self-Fastening 
“U” Posts. 

Steel Machine Screws. 

Steel Machine Screw Nuts. 

Plain, Plated Stove Bolts. 

Some Makes Fountain Pens and 

is. 

Some Makes Gasoline Blow 
Torches. 

Some Tree Pruners, Pruning 
Shears, Pruning Saws. 


Asbestos Shingles, Siding, etc. 

Kester Flux Core Solder. 

Some Makes Heavy Screen Door 
Closers. 

Some Drawer Locks. 

Illuminating Glassware, Lenses, 
etc. 

Tin Rim Sieves. Wood Base 
Kraut and Vegetable Cutters. 
Some Chromium Plated Fancy- 

ware. 
Hose Accessories. 
Some Garden Plows. 


DECLINES 


Cotton Webbing and Backbands. 


Wood Wizard Homeworkshop 





Lamp Wicks. Linseed Oil. 
Braided and Twisted Mason 


Lines. 


Power Tools. 
Ball Chalk Lines. Turpentine. 


ADVANCES EXPECTED 


Tackle Blocks for Manila and 
Wire Rope. 


Tackle Blocks—Leading mak- 
ers of tackle blocks for manila and 
wire rope have issued notice of ad- 
vanced prices to be in effect after 
Oct. 1. The expected mark-up will 
be approximately ten per cent, and 
will affect all orders placed lcter 
than this month. 

* * * 

Poultry Supplies, etc-—New 
quotation sheets on poultry supplies 
have been put out by most of the 
manufacturers, showing mark-ups 
averaging five to ten per cent above 
the figures in effect last spring. An 
advance of $1.00 per gross on most 
sizes and styles of galvanized horse 
muzzles has been put out by some 
makers. 

a * = 

Steel Fence Posts—In recent 
seasons there has been a great gain 
in popularity of the so-called “U- 
section” channel steel light farm 
posts, which up to this time have 
sold at close to the same prices as 
the staple angle fence posts. Due to 
rising costs, American Steel & Wire 
Co. on Sept. 1 advanced prices on 
their American painted self-fasten- 
ing “U” posts to the extent of 
$3.00 per ton, or about four per 
cent over the March quotations. 
There is no change at this time on 
angle posts or on the tubular type 
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sold by this and other companies. 
* & * 


Stove Bolts—Machine Screws 
—The recent changes put out on 
wood screws were supplemented late 
in August by a mark-up of about 
eight per cent on steel machine 
screws and of five per cent on steel 
machine screw nuts, with no change 
on the brass screws or nuts. An 
increase on stove bolts, both plain 
and plated, at the, same time aver- 
aged eleven per cent. Leading 
manufacturers of carriage, machine 
and lag bolts are holding firmly to 
their schedules adopted last spring, 
and state that buying is picking up 
satisfactorily. Apparently they have 
every expectation of maintaining, it 
not eventually advancing, present 
schedules. The sentiment among 
some of the larger manufacturers is 
for higher prices, to cover recent 
further cost increases. 

* * *% 

Cotton Manufactures—Prices 
have eased off further on several 
manufactured cotton lines, includ- 
ing webbing and backbands, which 
were reduced about five per cent 
from the top figures established last 
May. Rubber belting has resisted 
declining tendencies thus far, and 
manufacturers seem determined to 
hold quotations even though some 


elements of cost have been reduced. 
A reduction of five per cent is in 
effect on lamp wicks. A price de- 
crease of approximately three per 
cent has been recently announced on 
braided and twisted mason lines, and 
a decrease of five to fifteen per cent 
on ball chalk lines. Since the 
August mark-down on seine twine, 
quotations have been held steadily. 
* * * 

Fountain Pens and Sets— 
Some of the smaller makers of popu- 
lar-priced lines of fountain pen and 
pencil sets have announced price ad- 
vances to be in effect Oct. 1, but 
no notice of similar change has come 
as yet on the standard or advertised 
lines. 

* # # 

Paints and Glass — Window 
glass sales are picking up rapidly 
with the oncoming of fall, and prices 
are reported very firm. Some mak- 
ers of gasoline blow torches are ad- 


‘vancing prices 714 to 10 per cent, 


effective Sept. 15. On Sept. 3 a de- 
cline of 114% cents per gallon was re- 
ported on linseed oil and 2 cents 
per gallon on turpentine. On Sept. 
13 white lead in oil declined 34 
cents per pound. Former differentials 
for 500-lb. and 1000-Ib. lots have 
been discontinued and the retailer’s 
margin has been increased. In gen- 
eral, raw materials in the paint line 
are somewhat higher. The present 
disturbances in the Orient, if pro- 
longed, seem bound to cause a short- 
age in China wood oil, the stocks 
of which in this country are by no 
means heavy. The latest sales 
records in the paint industry, re- 
ported for July, showed a small gain 
of about 1.7 per cent over July, 1936. 
but a sharp decrease fom the June 
figures. 
* * # 

Asbestos Siding, etc. — The 
Ruberoid Co. and other makers have 
raised prices about five per cent on 
asbestos shingles and about fifteen 
per cent on asbestos brick-type sid- 
ing. Manufacturers point out that 
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materials of this type have remained 
at about the same price level since 
first introduced some seven years 
ago, and that many increases in cost 
have been absorbed in the meantime, 
resulting in their large gain in de- 
mand and popularity. The new quo- 
tations are expected to be fully in 
effect on all shipments made after 
September. Tarred and asphalt 
felts used for built-up roofing are 
temporarily priced in some markets 
at a special rate equalling the car- 
load prices, but subject to with- 
drawal at any time. Standard pre- 
pared roll roofings and shingles are 
selling freely, and at unchanged quo- 
tations. 
* & 

Core Solder—-On Aug. 27 the 
Kester line of flux core solders was 
advanced 2 cents per pound to a 
dealer basis on one pound spools of 
66 cents, with no changes in the quo- 
tations on the small can and carton 
packages. Recent quotations on 
lead and tin have remained fairly 
steady, with the markets sustained 
in part by the threats of war. 


* x * 


Tool Lines, etc.—Jobbers re- 
port current business on axes, 
wedges, and other fall tools com- 
ing in more freely. On hand tools 
the gain is rather better now on the 
higher qualities than on the house- 
hold or farm grades. Many manu- 
facturers are still behind in filling 
orders for precision tools, where 
some skilled labor shortage still 
exists. The makers of Wood Wiz- 
ard power tools for home workshop 
use have issued notice to their dis- 
tributors, reducing list prices about 
ten per cent, and restoring thereby 
the basis in effect before the April 
1 increase. All items are affected 
except some accessories, such as 
belting. Yale & Towne Mfg. Co. 
has announced price increases on Y. 
& T. and Norton heavy screen door 
closers approximating five per cent, 
and have advanced several numbers 
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of drawer locks from five to ten per 


cent. 
* * 


Illuminating 
closely successive dates this month, 
the larger makers of illuminating 
glassware, lenses, etc., have an- 
nounced price increases, mostly in 
effect Sept. 15, and averaging five 
per cent mark-up. Limited orders 
have been accepted at previous 
prices, prior to Sept. 15. Jobbers 
are told that wage increases paid by 
manufacturers in this field have 
ranged from 15 to 20 per cent. 


* + * 


Household Supplies — Pos- 
sibly the best maintained sales in 
any hardware division, during the 
summer’s ups and downs of demand, 
have been those on housewares and 
furnishings. Here competition among 
the manufacturers has been more in 
the way of new and attractive de- 
sign, color, and packaging than in 
the matter of prices. Advanced quo- 
tations have not, as a rule, been 
overdone, and such mark-ups as have 
occurred have been fully accounted 
for by higher costs. Manufacturers 
in the housewares field are seem- 
ingly careful to hold consumer prices 
at as popular a level as_ possible, 
aided by constant pressure to this 
end from the larger wholesale and 
department store buyers. Recent 
changes include ten per cent ad- 
vances each on tin rim sieves, and 
on wood-base kraut and vegetable 
cutters. Floor brush handles have 
been marked up 7% per cent. Some 
makers of chromium plated fancy 
wares have announced a five per cent 
price increase, effective Sept. 15, 
both on assortments and individual 
pieces. Quotations have been with- 
drawn on Clauss shears, hair clip- 
pers, etc., with new and _ higher 
prices expected soon. Colebrook- 
dale Iron Co. has advanced No. 9 
sad iron handles about 51% per cent, 
with No. 10 handles unchanged. 


Glassware—On. 


Carloadings—Electric Output 
-Loadings of freight for the week 
ended Sept. 4 totaled 804,633 cars, 
for the second best record of the 
year. The gain over the preceding 
week was 2.2 per cent, and over the 
corresponding 1936 week 5.2 per 
cent. Miscellaneous freight made a 
notable increase, showing the gen- 
eral distribution of shipping activity. 
Total loadings through Sept. 4 for 
1937 had gained 11.7 per cent over 
the same 1936 period, and 26.5 per 
cent over the same months of 1935. 
Recent gains have been more than 
seasonable and offer outstanding en- 
couragement as to fall operations. 
For the week ending Sept. 4, pro- 
duction of electricity for power and 
light in the United States set an- 
other new high record of 2321 bil- 
lion kilowatt hours, a gain of 8.6 
per cent over the similar 1936 period. 
The largest gains were in the middle 
Atlantic, Central and Rocky Moun- 
tain states, though all areas partici- 
pated in some increase. 
* 8 # 


Express Traffic—A gain of 
6.66 per cent in June, 1937, com- 
pared with the same month last 
year, has been reported by Railway 
Express Agency, New York City, 
business for the month totaling 11,- 
210,741 shipments, an increase of 
700,367. The Air Express Division 
of Railway Express Agency reports 
that nation-wide air express ship- 
ments for July, 1937, increased 19.8 
per cent over the corresponding 
month of last year. 


* * * 


Garden Tools, etc.—Not all 
lines are ready as yet with 1938 
prices, though such announcements 
as have appeared from time to time 
show increases as compared to the 
opening figures of a year ago. Prices 
on scythes have been confirmed at 
the same schedules as closed the 
past season. The same situation 
rules on grass shears and grass 
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hooks, bush and corn hooks, weed 
cutters, and corn and hay knives. 
With higher prices named during 
the summer on galvanized bottom 
grass catchers, later declines in cot- 
ton materials have brought quota- 
tions on most catchers back to last 
spring’s basis. On a few numbers 
slight declines are noted. Ad- 
vances averaging ten per cent have 
been put out recently by some man- 
ufacturers of tree pruners, pruning 
saws, and pruning shears and knives. 
On hose accessories, quotations so 
far announced show advances of 
some five to fifteen per cent over 
the schedules in effect since April. 
Clinch and wrought couplings are 
about fifteen per cent higher, while 
menders, clamps, nozzles and sprin- 
klers show changes ranging from five 
to ten per cent. Some prices being 
announced on garden plows are ad- 
vanced as much as ten to fifteen 
per cent. Lawn seed, marked down 
as a result of the very large 1937 
crop, has shown no recent recovery, 
except that blue grass seed has 
reacted upward about two cents per 
pound from its low mark of August. 


” ” * 


Eagle Lead Pigments—A 
price list, effective, as of Aug. 31, 
1937, on Eagle lead pigments, in 
barrels, dry, has been issued by The 
Eagle-Picher Lead Co., Pigment Di- 
vision, Cincinnati, Ohio. Prices are 
included on super sublimed white 
lead, sublimed white lead, sublimed 
blue lead and carbonate of lead, in 
twenty-ton and less than twenty- 
ton shipments. 


* ca ” 


Nails and Wire—Most job- 
bers were well stocked through the 
summer, as a result of earlier pur- 
chases, and are only now starting 
to come into the market, facing the 
higher price schedules seriously for 
the first time. A new selling plan 
announced by the northern steel 
mills, and affecting nails, wire and 
fencing, is receiving the interested 
study of wholesalers and of other 
carload buyers of these products. 
There has been no change in the 
base quotations for standard 40,000 
lb. straight car lots, but the differ- 
entials for larger and smaller quan- 
tities have been altered. Purchas- 
ers of 60,000 Ib. straight car lots 
now make a five cent saving, and of 
80,000 Ib. straight car lots a ten 
cent saving below the 40,000 Ib. 
schedules. Less than carload orders 
of 10 tons or more take an increase 
of ten cents over carload prices, 
while this increase is fifteen cents 
for 2% to 10-ton lots, thirty cents 
for 1000-lb. lots up to 24% tons. and 
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fifty cents for purchases under 1000 
Ibs., all these extras computed above 
the 40,000-lb. straight carload base. 

Prices to large consumers and in- 
dustrial buyers are set at ten cents 
above the distributor prices for the 
respective tonnages. The effect of 
these changes has been an increase 
in some small lot quotations, and a 
slight decrease in the costs of the 
“oversize” cars. 


* * * 


Steel Production — Although 
new steel business has shown a 
moderate improvement thus far in 
September over the corresponding 
period of August, the gain has not 
yet been sufficient to prevent the 
further shrinkage of mill backlogs 
and a slow decline in operations to 
an estimated 80 per cent, which, 
while above the Labor Day week 
rate, is three points below the pre- 
holiday output. Tonnage received 
by the mills this month is variously 
figured at from 15 to 30 per cent 
over the first half of last month The 
Iron Age reports in its Sept. 16 is- 
sue. As a measure of general busi- 
ness activity, steel production even 
at its present rate of around 80 per 
cent presents a fairly satisfactory 
situation, the current activity being 
only moderately below the average 
of 83.9 per cent for the first eight 
months of this year and, excepting 
1937, it is well above any month 
since the spring of 1930. 





Hardware Exports — United 
States exports of hardware and al- 
lied products were valued at $4,- 
347,934 in July—an increase of 39 
per cent over shipments in July, 
1936, when the total was $3,131,- 
043. Shipments in July, 1937, 
showed an increase of 10 per cent 
over those for June, 1937, exports 
which were valued at $3,955,407 ac- 
cording to preliminary information 
released by the Metals and Minerals 
Division, Bureau of Foreign and 
Domestic Commerce. Hardware ex- 
ports for the first seven months of 
1937 were valued at $28,047,432— 
an increase of 42 per cent compared 
with shipments in the like period of 
1936 which were valued at $19,724,- 
686. In the July, 1937, trade, sub- 
stantial gains were made in hand 
tools, abrasives, builders’ hardware 
and miscellaneous hardware. 

ow * a 


That Fall Pick-Up — Since 
Labor Day a moderate but definite 
upturn has been noted from the very 
conservative buying during August. 
Those who have been marking time 
patiently during the summer months, 
awaiting a sure fall upturn, perhaps 
have revised their views as to the 
sharp extent of the September im- 
provement, but that the improve- 
ment has started is undeniable. Any 
gain this month in retail and whole- 
sale figures over the good showings 
of last fall will be no small accom- 
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a July 1937 
Number Sales reported 
of Percentage change Thousands of dollars 
Regions and States firms From From 
report- June July July June 








ing 1936 1937 1937 1936 1937 
New England ... 
Massachusetts ee” = Bere 306.5 ae 
East North Central 287 +118 —129 1,899.0 1,698.3 2,180.6 
Illinois . 53 +167 — 92 342.9 293.9 377.7 
Indiana 51 + 98 -16.4 452.2 411.8 540.9 
ae 764#+122 —126 574.7 512.3 657.5 
Wisconsin ...... 107 +10.2 -12.5 529.2 480.3 604.5 
West North Central . 173 + 5.6 - 44 762.3 7218 797.3 
Iowa . 33 + 95 - 28 133.7 122.1 137.5 
Kansas .. 29 + 10.6 + 7.9 217.7 196.8 201.8 
Missouri 60 + 2.7 ~ 14.0 274.6 267.5 319.2 
Nebraska ..... ; 51 + 07 — 18 136.3 135.4 138.8 
West South Central 71] +206 — 29 541.8 449.2 557.7 
Arkansas 122 +71 — 7.1 48.5 45.3 52.2 
Oklahoma 2 +226 —140 90.7 74.0 105.5 
Texas 34 +220 + 0.7 402.6 329.9 400.0 
Mountain 33 +258 + 0.2 230.5 183.3 230.0 
Colorado 23 +280 + 4.6 130.7 102.1 124.9 
New Mexico a 5 +387 — 1.0 76.3 55.0 77.1 
RRA ee 5 —103 —16.1 23.5 26.2 28.0 
TOTAL (including Massa- 
chusetts) cectescnces Me + ERO 3,740.1 3,340.6 
TOTAL (excluding Massa- 
chusetts) , 5644 +125 — 88 3,433.6 3,052.6 3,765.6 
City of Chicago 8 +100 — 12 34.1 31.0 34.5 
City of St. Louis 2 +20 —181 174.4 170.9 200.7 





Compiled by U. S. Department of Commerce. 
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plishment, in the face of the dis- 
turbing world political situation, and 
its severe blow to the security mar- 
kets. Retail sales in August ranged 
from slightly under to slightly more 
than August, 1936. Perhaps most 
hardware stores last month did not 
much more than hold their own, 
ascribing this somewhat disappoint- 
ing showing to hot weather, and to 
the absence from home of many 
regular customers. All sales com- 
parisons with a year ago, both whole- 
sale and retail, are tempered by the 
recollection that last summer’s fig- 
ures included bonus spendings, and 
were at a favorable level much 
harder to beat than the relative rec- 
ords of the earlier months. 


* * * 


Wholesalers Busy—Sales to 


retailers have suffered less than the 
retailers’ own sales; jobbers report 
orders are numerous, and for good 
assortments of merchandise. While 
there has been no urgent incentive 
to forward buying because of 
steadier markets, the retail stores 
have not dared enter the fall sea- 
son without fair backlogs of supply 
to take care of the better spending 
which seems to be expected in all 
quarters. Wholesale inventories 
have been very satisfactorily re- 
duced from their bulges of last 
spring, and orders placed with the 
manufacturers each successive 
month show a more general and a 
larger coverage. Factories in the 
hardware field in general have kept 
operating at a fairly steady rate. 
Some manufacturers are really busy, 
and are still behind on orders, 
chiefly those where skilled labor and 
precision workmanship are leading 
factors of production. On the other 
hand, many mills with large ca- 
pacity and quick turnover are 
hungry for orders, and welcome the 
gradually increasing rate of buying. 
Factory wages are being well main- 
tained, and losses from strikes 
promise to be less serious, with pay- 
rolls more likely to mean direct 
spending power. 


- oe) 


Vacation Expenditures — The 
recent vacation season afforded an 
impressive picture of the ability and 
willingness of the public to spend. 
Full length and week-end vacations 
have kept a large share of the pub- 
lic away from home during some 
part of the summer. The American 
Automobile Association estimates 
that 45 million motor tourists this 
summer spent an average of $100 
apiece while on the road, and that 
at least 25 per cent of this amount 
was spent in “shopping” for equip- 
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ment, souvenirs, etc., outside the 
usual “expense” allotments for gas 
and oil, food and lodging. 

* * * 


Price Improvements — Only 
slightly have the commodity mar- 
kets yielded ground during the past 
few weeks, except for the drop in 
grain and foodstuffs brought about 
by the large crops. Other leading 
basic materials, including steel, have 
shown a very fair stability. The 
natural explanation of this is the 
definite expectance of further and 
faster increases in demand and con- 
sumption. The favorable farm situ- 
ation has been the season’s greatest 
life saver for American business, 
and on it business must lean for 
whatever good record may be estab- 
lished in the months just ahead. 

* * * 


Farm Prices—With the con- 
tinued impressive crop figures piling 
up, in many cases almost record 
breaking, it is not surprising that 
the general level of farm prices de- 
clined slightly during August. The 
government farm price index on 
Aug. 15 stood at 123 per cent of pre- 
war levels, compared to 125 per cent 
on July 15, yet was surprisingly 
close to the mark of 124 per cent a 
year ago. Not all farm prices are 
depressed, for during the latest 
month reported, meat animals, poul- 
try and dairy products all gained 
slightly, while miscellaneous farm 
products outside of the grain and 
dairy classifications were also higher. 
The farmer is further aided by the 
news that prices of commodities 
which the farmer buys declined 
slightly from July 15 to Aug. 15. It 
is true, however, that during the 
current year farm prices themselves 
have declined somewhat more rap- 
idly than the costs of the farmer’s 
spendings. 

* * * 

Crop Conditions—N otwith- 
standing some complaint about late 
dry weather, and some anxiety as to 
early frost, most farmers consider 
their crops safe and assured, includ- 
ing corn. Soil preparation for win- 
ter wheat sowings in the south, and 


as far north as Missouri, have been | 


under way, and considerable seeding 
has been already done. Pastures 
have held up well in the east and 
central areas, but have been short 
and dry in some parts of the west. 
Fruit and vegetable crops are boun- 
tiful, and in few districts have these 
failed to set high records for any 


recent season. 
* * * 


Furniture — Production and 
sales of furniture are proceeding at 


a pace which promises to overtop 
any year since 1929. The gain in 
unfilled orders on the books of the 
manufacturers on April 1 reached a 
high of 96 per cent above the 1936 
comparative, but active operations 
during the summer have reduced 
this comparison to 47 per cent on 
Aug. 1. Fall demand is expected to 
fully keep pace with the increased 
production, aided by the fact that 
price advances have been only sufh- 
cient to cover actually increased 
costs. 
* * * 

Automobile Prices—The au- 
tomotive industry expects no slack 
in buying as a result of their moder- 
ate price increases, relying upon the 
country’s better purchasing power to 
easily absorb the advances. It is 
pointed out that the cost increases 
of raw materials and semi-fabricated 
products used in the making of au- 
tomobiles show an average advance 
of at least 20 per cent from 1936 
figures. These higher costs not only 
relate to steel and cast iron, but to 
wool, rubber, paints, and above all 
to labor itself. 

* * *# 

Factory Employment—The 
latest figures compiled and an- 
nounced on employment were for 
the month of July, and according to 
the National Industrial Conference 
Board, unemployment estimates at 
that time remained practically un- 
changed from June, at 6,119,000. 
Increased hirings in manufacturing 
and agriculture were offset by some 
decreases in trade and the service 
industries, and in construction. Aver- 
age hourly earnings slightly in- 
creased during July. Unemployment 
during the month was estimated at 
2.200,000 less than in July, 1936. 


* + 


National Income—The U. S. 
Commerce Department estimates the 
1937 national income at 70 billions 
of dollars, a gain of 12 per cent over 
1936, and comparing with a peak of 
78 billions in 1929. Present pros- 
pects indicate that labor’s share of 
the national income will be even 
greater than their 65.5 per cent 
stake in the 1936 income. 

* * * 


Retail Sales—Sales in retail 
stores during July totaled $3,000,- 
000,000, a gain of three per cent 
over the sales volume of July, 1936, 
reports the American Retail Federa- 
tion. Total sales for the first seven 
months of this year amounted to 
about $22,500,000,000, an increase 
of eight per cent, or $1,700,000,000 
over the sales volume for the same 
period last year. 

















The Buyer for the Jobber 


An appreciation and some suggestions from a 
veteran salesman who has known and sold 
many buyers in the past fifty years. 


E have frequently read 

about and listened to 

what great things a 
salesman is doing for his com- 
pany. Almost every trade journal, 
and even the popular magazines, 
devote much space to the impor- 
tance of the salesman—and he is 
important. Anecdote after anec- 
dote pay tribute to his cleverness 
and his keenness in putting 
through big deals. Much is writ- 
ten of the importance of his call- 
ing and his power for good; and 
last, but not least, in order that 
he be armed with wisdom, perse- 
verance, tact and other requisites, 
maxim upon maxim and rule after 
rule, have been laid down for his 
guidance. 

But what about the jobber’s 
buyer? The man of unlimited au- 
thority in his position? What of 
his achievements, of which we so 
seldom hear? I am inclined to 
believe it is because his work is of 
the silent type; for the judicious 
buyer of a company is surely lay- 
ing the cornerstone for his future 
greatness, and a few moments’ re- 
flection on the part of the reader 
will, I am sure, bear me out in 
this statement. 

Just what attributes combine to 


Epitor’s Nore: The author is a 
member of the HARDWARE AGE 
FIFTY YEAR CLUB. Most of his 
fifty years in the hardware business 
have been spent as a sales representa- 
tive for National Enameling & Stamp- 
ing Co. He is well known throughout 
the hardware industry and has sold 
to and through wholesale hardware 
buyers in many parts of the country. 
Although a salesman himself, this ar- 
ticle by Mr. Harper is a well deserved 
tribute to the hundreds of buyers he 
has known. 
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By GEORGE H. HARPER 


make the model buyer? I think 
he should be analytical, courteous 
and calm, and possess, in addition, 
a little appreciation for the hu- 
morous side of things, not omit- 


GEORGE H. HARPER 


ting, of course the fundamental 
qualifications—a knowledge of his 
business, and good common sense. 

Analytical—to be able to rele- 
gate the scheming salesman to his 
proper sphere; and once armed 
with this knowledge of his subject, 
he can checkmate his every shrewd 
and unprincipled movement. It 
is just as essential for a buyer to 
study intently the approach and 
mannerisms of a new salesman as 
those of an old one. He will recog- 
nize and appreciate the open and 
free way of introducing a proposi- 
tion—the coming to the point 
clearly, concisely and as quickly 
as possible—a method of sales- 
manship always to be admired, 


and which seldom fails to make a 
hit with the buyer. 

Courtesy should be looked for 
in every walk of life, and it is an 
attribute that will ever appeal to 
the traveling salesman, who is in 
duty bound to exhibit his line to 
the buyer, whether his reception 
be cordial or otherwise. 

I would recommend calmness to 
a buyer for his own protection, 
for, as a famous writer puts it, 
“How full of briars is this worka- 
day world!” and no one in com- 
mercial life will have this bitter 
truth strike home more frequently 
than the man now under discus- 
sion. Perhaps he has a full day’s 
work staring him in the face, per- 
plexing technicalities that require 
urgent attention; yet he must stay 
at his desk and interview sales- 
man after salesman until he is 
almost driven to despair by fre- 
quent interruptions from the mat- 
ters that claim his attention. I 
believe that some houses, in order 
that their buyers may have more 
time for concentration to office de- 
tails, have specified hours for re- 
ceiving salesmen. However, so far, 
I don’t think this innovation has 
met with much success among the 
jobbing houses. 

It is hardly necessary to make 
any plea in behalf of a sense of 
humor. The man who is alive to 
the funny side of a situation is 
blessed, no matter what his station 
or occupation in life may be. 

Arguing from the general to the 
particular, what buyer has strong 
need of these qualifications? Look 
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the country over, and I believe 
you will agree with me that the 
men in charge of the buying at 
hardware jobbing establishments 
furnish striking examples. And 
here let me say that they are gen- 
erally found to be men whose in- 
dividual traits, abilities and tem- 
perament supplement each other 
with a degree of perfection. They 
do, in the main, hold one of the 
most important posts in their or- 
ganizations. They safeguard that 
trust committed to their care in 
a manner to win honor, praise and 
distinction for themselves. That 
they will ultimately reach higher 
rungs in the ladder of success I 
have no doubt. 

I am reminded now of a gentle- 
man whose commercial career was 
brought to the attention of the 
public in one of the magazines. 
This gentleman left the East some 
years ago to become buyer for a 
concern in the West. In this posi- 
tion he surely paved the way to 
greater things for himself, for, 
from buyer he became treasurer, 
to be elected later to the vice-presi- 
dency, and today he is head of 
one of the very large jobbing hard- 
ware houses in the country, which, 
under his policy, had rapidly been 
brought to the front. That the 
position of buyer holds big pos- 
sibilities for advancement is not 
to be questioned. 


A Worth While Custom 


Of late, some of the buyers in 
the large hardware houses visit the 
leading manufacturers once or 
twice a year, and there is much 
that is good to be said in favor 
of this scheme. The buyer, having 
arranged his affairs to enable him 
to make these visits, drops a note 
to the mill or plant that he is com- 
ing and, of course, the manager 
of the company will make it a 
point to be at his office on the day 
appointed, to receive him. He re- 
counts, during his visit, the par- 
ticular necessities of his house; 
both factory and jobber benefit by 
an interchange of ideas; and, not 


to be overlooked, many and warm - 


friendships have their source in 
these visits, which do not, as a 
rule, entail more than an absence 
of a week from the buyer’s desk. 

If the representative of a manu- 
facturer is calling on a new buyer 
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or an old customer, and happens 
to see this article, I would suggest 
to him that he sell first, himself to 
the buyer, then his company, and 
then his merchandise. But if a 
salesman is not strong for his 
company, or the manufacturer’s 
product, or his company’s policy, 
then I suggest that he go back to 
his factory, turn in his catalog, say 
goodbye to his bosses and their 
customers, because that man is 
just 100 per cent unfit for the job 
he holds. 


Enthusiasm Pays 


In an article by Saunders Nor- 
vell in a recent issue of the Harp- 
WARE AGE, he writes about a trav- 
eling salesman who, in the pres- 
ence of other salesmen and stran- 
gers, was criticizing his company, 
its sales policy and sales manager. 
Closing his message, Mr. Norvell 
tells of salesmen who are just the 
reverse. I quote from Mr. Nor- 
vell’s letter to salesmen: 


“The other day an old-time sales- 
man paid me a visit—a man I have 
known for 30 years. This man was 
exceedingly enthusiastic about the 
concern he has represented for over 
25 years. I do not know much about 
his company, but after he talked 
about them, not only collectively, 
but individually, I certainly had a 
very high opinion of their organiza- 
tion, their ethics and their human- 
ness, and I am sure if ever I should 
go into business and need goods in 
their line, I would send for one of 
their salesmen first thing.” 


Some years ago, the American 
Hardware Manufacturers Associa- 
tion, just prior to an October con- 
vention, addressed a letter to the 
members of the National Whole- 
sale Hardware Association, sug- 
gesting they send one or more 
members of their buying staff 
to the conventions— at these 
splendid meetings there is 
usually an outpouring of manu- 
facturers, some who come long 
distances, who return home disap- 
pointed at the small number pres- 
ent of those in charge of the 
buying departments. The jobbers 
took the hint and at the next con- 
vention, a member of the National 
Wholesale Hardware Association 


was represented by five delegates.” 


Four of this number were from 
buying departments. 


The present weakness of some 
jobbers’ buyers is their hesitancy 
to take on new items—going along 
in the old rut. Others from time 
to time, have put in many attrac- 
tive new items, and in nearly every 
case have had success with them. 
Needless to tell you, they have 
added to the company’s profits. 


Unsound Tactics 


A prominent Eastern manufac- 
turer, in speaking to me about 
buyers and some executives with 
big concerns, related a curious ex- 
perience with a large organization. 
His company, he said, received 
quite a few orders from this con- 
cern, but the size of them was piti- 
ful compared to what other smaller 
houses were buying. He wrote the 
buyer a letter of thanks for what 
they were giving them and added 
that they had the ability to take 
care of some of their sizable speci- 
fications. The buyer promptly re- 
plied that his letter was a timely 
one, and that they would be in the 
market in a day or so for a big 
stock order, and if the manufac- 
turer was willing to pay them a 
visit, they would set the day. The 
manufacturer called, and after an 
exchange of greetings, they at once 
got down to brass tacks. After the 
smoke of battle had cleared away, 
the buyer said to the manufac- 
turer: “I am going to give you the 
order—you are entitled to it— 
and if you will come back here 
about 4 o’clock, the entire order 
will be ready to take home with 
you.” When the manufacturer 
called at the appointed hour, the 
buyer said: “It is all ready, but 
with a specification of this size, 
it is the custom here to show it to 
the executive head of this depart- 
ment, and so we will go up to his 
office.” The buyer said: “Mr. X, 
here is an order we are giving Mr. 
Y, and perhaps you would like to 
glance over it.” Mr. X put on his 
glasses, looked at the order, and 
after a few seconds’ silence, said 
to the manufacturer: “If you want 
this order, you will have to 
bracket it and insert less 5 per 
cent.” The manufacturer, looking 
the executive squarely in the eye, 
said: “There will be no ‘less 5 
per cent,’ ” and quick as lightning. 

(Continued on page 104) 
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There Will Still Be Plenty of 
Competition for the Hardware Dollar 


N August 18 President 
O Roosevelt signed the Tyd- 

ings-Miller Bill. As the 
bill became effective immediately, 
it is now legal for manufacturers 
to make resale price maintenance 
contracts in the 42 states having 
fair trade laws. This can be done 
even if goods move in interstate 
commerce. 

There are now only six states 
that have no fair trade laws, but 
it is expected that they will soon 
be in line so the Tydings-Miller 
Act will then cover the entire 
United States. 

A year ago no one would ever 
have dreamed that such a thing 
could be brought about. It just 
goes to show that the unexpected 
always happens. 


It Works Out Logically 


When one analyzes the evolu- 
tion of this law, it all works out 
logically. The first revelations as 
a result of the evidence at the 
Patman hearings, shocked the 
country because of the unfair ad- 
vantages being given to the large 
sellers, such as chain stores, as 
compared with those given their 
competitors, the small indepen- 
dent dealers. This situation was 
so clearly brought out at these 
hearings that it was evident to 
any fair-minded citizen that a 
legal remedy should immediately 
be applied to stop such discrimi- 
nation. This remedy came in the 
form of the Robinson-Patman Act. 
When this act became a law, it 
was found that it could only be 
completely effective within states 
that had fair trade laws of their 
own. Therefore it was immedi- 
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By SAUNDERS NORVELL 


ately seen that a national law 
was necessary so interstate com- 
merce could be governed and con- 
trolled along the lines of the state 
laws. 

This need brought forth the 
Tydings-Miller Bill, and now this 
bill is a law, so any manufac- 
turer, jobber or retailer who con- 
trols a brand of his own can fix 
the price on his own brand. The 
point has been emphasized that 
this does not mean that various 
manufacturers, jobbers or retail- 
ers can get together and fix prices 
on similar goods. The law sim- 
ply means that each manufac- 
turer, jobber or retailer can fix 
the price of his own brand only. 

The President expressed the 
fear that the Tydings-Miller Law 
might lead to a great increase in 
prices. He was opposed to the 
bill for that reason. It is his 
preference to monopolize the in- 
crease in prices by taxation only. 

I have discussed this bill and 
the results that will follow, not 
only with manufacturers, jobbers 
and retailers, but also with con- 
sumers. I have discussed it not 
only with hardware men, but with 
merchants in the drug business, 
food business, clothing business. 
etc. Probably the results of these 
discussions may be interesting to 
you. 


Start With the Customer 


I always like to start my inves- 
tigations with the consumer. I 
like to hear what the ultimate 
buyer has to say on any subject. 
I like to start with him and then 
work back to the manufacturer. 
My talks with consumers lead me 


to the conclusion that the average 
consumer in the country does not 
know what it is all about. He is 
not interested in discussions about 
trade laws that are passed or 
killed in Washington. All the 
consumer knows is when the 
prices of well known items of 
daily consumption are higher or 
lower. 


The Consumer’s 
Impression 


The consumer today is under 
the impression that prices are be- 
ing steadily advanced. He does 
not like this. He complains about 
the fact that the last time he 
bought a pair of shoes they cost 
him $5.00, while now they are 
$6.50, or that there has been a 
heavy advance in the price of 
meat, in fact, such an advance 
that meat is now a luxury, and 
cannot be a regular part of the 
diet. He says:—“If this bill that 
you are talking about advances 
prices, then we are with the Pres- 
ident. We do not like the bill 
and we are not interested in the 
slightest in how it affects the retail 
dealers in our towns. If they can- 
not hold their own with the chain 
stores, if the chain stores can sell 
cheaper than they can, then we 
are going to buy from the chain 
stores. We don’t see why we 
should pay higher prices just to 
support the independent retailer.” 

And here is what one of my 
friends said:—“Oh, yes, I have 
heard all of this discussion about 
Macy’s and prices. Let me tell 
you my experience. I wished to 
send a book as a present to a 
friend of mine in the suburbs. I 
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asked the price of this book at a 
book store in my office building. 
They quoted a price of $3.75. 
Then I asked if they would de- 
liver the book, and they said no, 
it would have to be sent parcel 
post, which would cost approxi- 
mately 25 cents more, making a 
total of $4.00. Then I telephoned 
Macy’s book department. The 
price they quoted was $3.37, and 
they would deliver the book free 
right to my friend’s house. This 
saved 63 cents right away, so I 
gave the order to Macy. Why 
should I give this book dealer in 
my building a present of 63 cents? 
I need it just as much as he 
does.” 

The jobbers I talked to, espe- 
cially the larger ones, said:— 
“All right. Now there can be no 
cutting on manufacturers’ brands. 
This is a fine opportunity for 
our own private brands. We will 
push them.” 

A manufacturer said:—“This 
law is a good thing. It will stop 
the trade pirate from slaughter- 
ing our brands. Our retail cus- 
tomers can now make a fair profit 
on our goods. Another manufac- 
turer, who asked particularly not 
to be quoted, said:—“This will 
be a great thing for our standard 
brand. But if we find that com- 
petition of special brands be- 
comes bothersome, then we will 
have to bring out a special brand 
of our own, a cheaper brand, to 
fight the other special brands.” 


The Retail Viewpoint 


I talked to several hardware 
retailers, and I was amazed to 
have them tell me that they did 
not think the fixing of prices on 
manufacturers’ brands would make 
much difference to them. For in- 
stance, one retailer said:—‘“In al- 
most every important line of 
goods, we carry two brands, a 
high grade manufacturers’ brand 
and a cheaper brand. In the past 
it has been our experience that 
a mechanic, for instance, was will- 
ing to pay a fair price for a na- 
tionally known hand saw, ham- 
mer, hatchet and other tools that 
he personally used in his trade. 
On the other hand, if a farmer 
came in, he didn’t wish to pay 
the high prices for hatchet, ham- 


mer or saw that were asked for 
the nationally known brand, so 
he bought the cheaper brand.” 
The main point this retailer 
stressed was not that they would 
gain because of advancing selling 
prices, but because their competi- 
tors, the chain stores, under the 
new law could not buy goods so 
much cheaper than they could, 
and therefore could not under- 
sell them. 

Some of the retailers I inter- 
viewed, especially the larger ones, 
stated that the special discounts 
they had been receiving as “let- 
terhead” jobbers, had been with- 
drawn as a result of the Patman 
law. This did not please them 
very much, but they agreed that 
they had to take the bitter with 
the sweet. 


Effect of New Law 


Now, while I know I am going 
to subject myself to a good deal 
of criticism, I wish to state that 
the result of my researches, cover- 
ing many interviews, especially 
with retail hardware dealers, is 
that the new law will not make 
much difference. My own opin- 
ion is that in the hardware busi- 
ness, the new law will not make 
nearly as much difference as it 
will in other lines. Hardware is 
not bought every day. One only 
needs a new ax, or a hatchet or 
a saw, at long intervals. Where 
the Tydings-Miller law will be 
of the greatest benefit will be in 
the drug line, grocery line and 
other lines where there is great 
national consumer advertising, 
lines on which women, because 
they buy frequently, are well 
posted. This bill will be a great 
boon to the retail druggist. When 
the bill was passed the druggists 
all over the country celebrated, 
because there has been more price 
cutting and chiseling in the drug 
line than in any other line. The 
bill was also received with great 
enthusiasm by grocers and dealers 
in foodstuffs. Here again enor- 
mous sums have been spent in 
national advertising to publicize 
certain manufactured brands. Now 
that the price cutting on these 
brands will be stopped it will, of 
course, mean a great deal to deal- 
ers in these lines. 


The question naturally arises:— 
“Will prices, generally speaking, 
be advanced as a result of the 
Tydings-Miller Bill?” It is my 
judgment while certain cutting 
will be stopped in some lines 
and in certain localities, prices as 
a whole will not advance. That 
is, they will not advance because 
of this new law. Every manu- 
facturer knows, and knows very 
well, that there is a certain point 
in pricing his goods at retail be- 
yond which he cannot pass with- 
out a reduction in the volume of 
his sales. There is no question 
about this trade law. In the drug 
line, for instance, it has been 
found time after time that any 
price of over a dollar per bottle 
immediately throttles sales. There 
are certain levels for prices. For 
instance, articles priced at 25, 50, 
75 cents or a dollar. Just as soon 
as any of these special items pass 
these price levels, business falls 
off. If a consumer has been pay- 
ing 25 cents for a certain item, he 
resists a price of 30 cents. So 
it goes all down the line. Then 
every manufacturer of standard 
advertised brands has been con- 
fronted and will in the future be 
confronted with special brands. 
These special brands usually are 
not advertised. It takes talk on 
the part of the retail dealer to 
sell them. The average consumer 
who has been paying 35 cents 
for a tube of toothpaste, is willing 
to continue to pay 35 cents for 
his favorite nationally advertised 
brand, even if the retail druggist 
offers him a brand “just as good” 
for 25 cents. Let me repeat, it is 
going to take a lot of talk to sell 
these off brands. And the clerk 
of the average retail druggist gets 
tired of making these talks. He 
sells along the line of least re- 
sistance, and that is to give the 
buyer what he asks for. 


National Buying 


Now let us roughly size up our 
national buying. Reliable statis- 
tics tell us that the average in- 
come of the average family of 
five is $1,500 per year, $125 per 
month. We are also informed that 
80 per cent of all the family pur- 

(Continued on page 124) 
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The reason is obvious. 


FyeR-Wall Automatic Fire Doors are 
constructed of heavy corrugated galvcn- 
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Fire Prevention 
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Now s the Time to Feature 
Electric Heaters! 


ARDWARE stores have 
H long been headquarters 

for heating equipment. 
Coal, oil and gas burning heaters 
have brought profits to the hard- 
ware dealer for many years. And 
now electric heating sales are be- 
ginning to boom. Judging’ from 
advance orders, this fall will be 
the biggest electric heating season 
the industry has ever known. The 
hardware dealer has natural ad- 
vantages in this field. If he is 
alert to his opportunity, he will 
get after the electric heater busi- 
ness now—and at a profit! 

The matter of selling price is 
incidental. The majority of peo- 
ple are willing to pay a reason- 
able price for a good heater, 
particularly if they have had ex- 
perience with some of the cheaper 


types. 
The hardware store’s sales 
personnel, however, should be 


carefully instructed as to the 
limitations of the capacity of the 
various heaters carried. Some 
manufacturers now produce com- 
prehensive sales manuals which 
tell the salesman exactly how to 
sell the product. The retail sales- 
man would do well to study them. 
If a heater should be mis-sold and 
the customer is dissatisfied, it will 
be to the dealer’s advantage to 
take it back and refund the money. 
After all, it is the customer and 
not the single sale that counts. 
Electric heaters require more 
intelligent selling than do many 
other electrical devices because of 
their effect upon the user. They 
either meet his heating require- 
ments or are complete failures, A 
salesman may sell a refrigerator 
that is too small for his customer, 
an electric range with an inade- 


By C. A. RUSSELL 


Manager, 
Merchandising Division 
Wesix Electric Heater Co. 
San Francisco, Cal. 


quate oven, or an electric water 
heater with too small a capacity, 
and the user is merely incon- 
venienced. If, however, an under- 
capacity electric heater is sold, it 
simply means that the customer 
must suffer the discomfort of cold. 
In order to safeguard against 
past destructive practices, we have 
listed the following requirements 
that every hardware dealer should 
have in mind when deciding what 
electric heater he should sell: 
1—The heater preferably should 
be of 1250 watts capacity. This 
is the largest practical size for the 
110-volt base plug outlet. Heaters 
of smaller capacity are usually in- 
effective. 
2—It should be of the radiant- 
convection type; that is, approxi- 
mately one-half of the heat should 
be dissipated by direct radiation 
to provide momentary bodily 
comfort while the balance circu- 
lates warm air causing an increase 


in temperature throughout the en- 
tire room. 

3—The heater should be made of 
non-corrosive, non-rusting mate- 
rials because most of them are 
used in bathrooms where there is 
generally excessive moisture. 
4—It should be light in weight 
so that it may be carried easily 
from one room to another. 
5—The finish should be prefer- 
ably of bright metal such as alum- 
inum, chromium, or nickel be- 
cause these are the only finishes 
that harmonize with any bath- 
room color scheme. 

6—The heater should be rela- 
tively compact in size so as not 
to be conspicuous in the small 
rooms in which it is used. 
7—The element should be so de- 
signed that it will not burn out 
over a period of at least five years. 
8—The heater should be approved 
by and comply with the safety 
specifications of such reliable 
laboratories as the Underwriters 
Laboratories of the National 
Board of Fire Underwriters, Elec- 
trical Testing Laboratories and 
Good Housekeeping Institute. 


Distribution of Debt 


r l HERE has been an eleven-fold 

increase in the total governmen- 
tal debt of this country since 1912. 
In that year the debt totaled only 
$4,850,000,000. 

If the 1912 debt had been dis- 
tributed equally to everyone in the 
United States each person living 
then would have had a debt of about 
$50. Today each person’s share of 
the total public debt would be ap- 
proximately $400, or eight times as 
much. 

Federal expenditures for the fiscal 


years 1930 through 1938, which is 
estimated on the basis of official 
data, were: 


1930 $3,882,152,487 
1931 3,867,597,712 
1932 4,953,644,895 
1933 5,042,953,627 
1934 7,055,050,885 
1935 7,325,825, 166 
1936 7,106,305,727 
1937 7,548,493,123 
1938 7,725,515,000 


—The United States News. 
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“Bought a New Tractor” 


with the money saved and earned by Red Brand 
fences built on his farm 12 years ago, and still 
good for many years more. This is the illustra- 
tion... and the story ... appearing in Keystone 
advertising for September . . . compelling half 
pages in two colors, in leading national and state 
farm journals, 


it’s Time Tested ...on the farm 


You can use no more convincing proof of fence value than 
the years of satisfaction Red Brand fence has given to 
thousands of farmers. There’s no test like blazing sun, 
rains, frost, and the wear and strain of actual years in the 
fence line. That’s where Red Brand fence has proved its 
unequaled lasting qualities. 


WRITE today for full details, including catalog and prices. 
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AMOS MARCKEL at the 
age of 74 looks back on a 
hardware career of more than 
fifty-four years. As a lad of 
nineteen he entered the em- 
ploy of the hardware store of 
Greenamyer Callahan, Colum- 
biana, Ohio, moving three 
years later to Perham, Minn., 
where he has resided ever 
since. Mr. Marckel is presi- 
dent of The Marckel Co., Inc., 
Perham, implement and farm 
equipment dealers. Until 1930 
the Marckel company was also 
a hardware and lumber firm, 
those departments of the com- 
pany having been sold to other 
interests at that time. In 1910 
Mr. Marckel established a hardware store in Gackle, N. 
D., under the firm name of Haut & Marckel, which is still 
in operation. In 1913 he assisted in the organization of the 
Hall Hardware Co., Minneapolis, Minn., dealer-owned 
wholesale house and has since served as vice president 
of that company and as president of the Hall Building Co. 
He was one of the organizers of the Minnesota Implement 
Mutual Fire Insurance Co., Owatona, Minn., and has 
been a director of the company ever since it was founded. 
Mr. Marckel was also one of the organizers of the Hard- 
ware Mutual Fire Insurance Co. of Minnesota, having 
served as vice-president until his recent election as chair- 





AMOS MARCKEL 





man of the board of directors of the company. Always 
active in association work he served for two terms as presi- 
dent of the Minnesota Retail Hardware Association. Mr. 
Marckel has given much of his time to community affairs, 
having served in all of the village offices and as a 
member of the local school board. He headed the Per- 
ham Chamber of Commerce for two terms. His favorite 


hobbies are fishing and the raising of purebred Guernsey 
cattle. 


RICHARD H. HUTCH. 
INSON has been with Read- 
ing Hardware Corp., Reading, 
Pa., and _ its predecessor, 
Reading Hardware Co., since 
March 24, 1882, having started 
his business career at the age 
of 15. For the past twenty- 
six years he has been manager 
of the company’s Philadelphia 
office, having previously served 
in various positions, under six 
different managers in that of- 
fice. Following twenty years 
as an outside salesman he be- 
came manager of the Vhila- 
delphia branch. When he first 
joined the Reading organiza- 
tion there was no modern con. 
venience in the office, other than an old time telephone 
equipped with a crank handle. Merchandise stored in 
the basement was hoisted from or lowered to the hase 
ment by block and tackle with a sling rope. Business 
hours were much longer at the Reading office when Mr 
Hutchinson first joined the company, the hours being 6.45 
a. m. to 6 p. m., with “early closing” Saturday nights at 
5 o'clock. Vacations were then an unknown quantity 
and only Christmas and July 4th were observed as holi 
days. His greatest pleasure in business is to train young 
men and obtain better positions for them in various 
branches of the hardware trade. For the past forty-nine 
years he has been active in building and loan associations 
and has served as a director of several of those groups. 





RICHARD H. HUTCHINSON 
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CARLETON D. EM- 
MONS, 78, president, Em- 
mons-Hawkins Hardware Co., 
Inc., Huntington, W. Va., 
wholesale and retail hardware 
firm, entered the hardware 
business on March 5, 1884. Mr. 
Emmons says, “I have no par- 
ticular ability, only being able 
to stick closely to one business 
for more than fifty years. I 
have enjoyed the experience, 
am in good health and do not 
contemplate retiring.” In all 
of his years as a hardwareman 
he has been the active head 
and the largest stockholder of 
each of the five firms of which 
he has been a member. He 
was a member of the firm of Parson & Emmons from 1884 
to 1886 and then operated the business for a year under 
his own name. In 1887 the firm of Emmons & Marr was 
formed to be succeeded in 1890 by Emmons, Hawkins & 
Co., which was incorporated in 1899 under its present 
name. His one hobby has been making a success of his 
business. Although he has always given strict attention to 
his hardware business he has found time to serve his com- 
munity in various ways. When the local Y.M.C.A. was 
founded he became a director and continues in that ca- 
pacity at the present time. For thirty-two years he has 
been a director of the First Huntington National Bank. 
Fifty years ago he was elected a member of the vestry of 
the Trinity Episcopal Church of Huntington and is now 
Junior Warden. 





CARLETON D. EMMONS 


_C. J. O’NEILL, SR., pres- 
ident and manager of the 
O’Neill-McNamara Hardware 
Co., Vicksburg, Miss., whole- 
sale hardware distributors, has 
been a hardwareman since 
Oct. 10, 1881, when he became 
an office boy for Louis Hoff- 
man. Louis Hoffman started 
in business in 1857 and con- 
tinued under that name until 
1886 when the firm was in- 
corporated as the Louis Hoff- 
man Hardware Co. Shortly 
after this, Mr. O’Neill became 
secretary of the company, 
which office he held until Dec. 
15, 1917. In January, 1918, 
O’Neill-McNamara Hardware 
Co. was organized with Mr. O’Neill as president and man- 
ager. Ten days after the Louis Hoffman Hardware Co. 
was acquired by the O’Neill-McNamara organization. Mr. 
O’Neill, who has been a frequent attendant at the conven- 
tions of both the National Wholesale Hardware Associa- 
tion and the Southern Hardware Jobbers Association, al- 
ways takes an active interest in the proceedings and keeps 
up with trends in the hardware business. For a number 
of years, he has been a member oi the Knights of Colum- 
bus, and served the local Council as Grand Knight in 
1922. Mr. O’Neill was president of the local Chamber of 
Commerce and has always been very active in that organi- 
zation, being a director of the local chamber for the past 
twenty years. He is a charter member of the local Ro- 
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tary Club, has served on various committees of the club 
and was its president in 1926. He has at all times taken 
a keen interest in activities pertaining to the welfare of 
his community. Although he finds very little time for 
hobbies he has always been fond of sports of all kinds. 
At the age of 70, his greatest interest is baseball. 


JOHN G. JENNINGS, 
chairman of the board, The 
Lamson & Sessions Co., Cleve- 
land, Ohio, bolt and nut 
manufacturers, first became af- 
filiated with the hardware in- 
dustry in 1880 and has devoted 
his entire business career to 
our industry since that time 
with the exception of a brief 
period of four months. Fol- 
lowing his graduation from 
Yale College as a member of 
the class of 1878 he devoted 
two years of his business ca- 
reer to various organizations. 
In 1880 he became the first 
bookkeeper of the former firm 
of Wilcox, Treadway & Co., 
Cleveland, Ohio, which was later merged with the Peck, 
Stow & Wilcox Co., Southington, Conn. Three years later 
he went to California where he was for four months own- 
er’s agent at the Melton Mining Co. in Grizzly Flat, near 
Placerville. In October, 1883, he returned to the hard- 
ware manufacturing industry as bookkeeper for The Lam- 
son & Sessions Co., Cleveland, with which organization he 
has been affiliated ever since. His diligence and knowl- 
edge of financial matters and accounting practice brought 
about his election as treasurer of the company soon after 
he first joined the concern. Mr. Jennings has served as a 
director of the Union Mortgage Co., the Cleveland Cham- 
ber of Commerce, The Johnston & Jennings Co., and as a 
trustee of the Riverside Cemetery Association. He enjoys 
good health at the age of 80. His hobby is lawn bowling. 





JOHN G. JENNINGS 


. JOHN C. CAMPBELL, 

president, Newark Wire 
Cloth Co., Newark, N. J., 
recently celebrated his six- 
tieth anniversary as a wire 
cloth maker.. Back in 1877, 
as a lad of seventeen, he 
began his career as a wire 
weaver in the Stephen 
Mills. Later he became af- 
filiated with the De Witt 
Wire Cloth Co. and was 
for a few years with the 
late John Eastwood. In 
1903 he purchased three 
hand looms for weaving wire cloth and entered the wire 
cloth business. Still the active head of the Newark Wire 
Cloth Co., Mr. Campbell says of his activities, “Although 
I do putter-about the factory a little, I do no more hard 
work.” His son, Leggett C. Campbell, secretary and trea- 
surer of the company, has relieved Mr. Campbell of much 
of the responsibility of management in recent years. Wire 
cloth weaving and the making of hand looms for weaving 
wire cloth have long been his main hobbies. 





JOHN C. CAMPBELL 
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National Weather Week to Stimulate 
Winter Merchandise Sales 


ITH the slogan, “Prepare 
Now for Winter,” Na- 
tional Weather Week is 


getting under way and will be in 
full swing during the week of 
Nov. 6 to 13. Originated by the 
Taylor Instrument Companies of 
Rochester, N. Y., manufacturers 
of scientific and weather instru- 
ments, the week will be devoted 
to activating sales of various win- 
ter supplies. The campaign, en- 
dorsed by leading stores, national 
magazines, and several manufac- 
turers, is expected to stimulate a 
fundamental buying motive. 

For stores participating in Na- 
tional Weather Week, Taylor has 
developed a complete merchan- 
dising plan and set of properties. 
These include free attractive and 
original window displays, coun- 
ter displays, store posters, window 
streamers, newspaper layouts, mats 
for store advertisements, sticker, 
a consumer folder on weather, an 
educational pamphlet for sales- 
people, and store publicity for 
radio or newspaper use. 

The central theme of National 
Weather Week is that weather in- 
fluences probably 75 per cent of 
all merchandise sales and every 
consumer is interested in prod- 
ucts that safeguard his health, 
comfort, pleasure and life against 
the weather. Lowering tempera- 
tures give a natural impulse to 
buy clothing, indoor and outdoor 
equipment safeguarding against 
cold weather, means of indoor 
recreation, protective devices for 
automobiles, and a wide variety 
of other merchandise. Many of 
these items are sold in hardware 
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One of the posters designed to 
make consumers weather conscious. 


stores and could be included in 
National Weather Week displays 
and sold by the appeal “Prepare 
Now for Winter.” 

This appeal can be impressive- 
ly dramatized both in store and 
outside promotions. The National 
Weather Week emblem will fur- 
nish a frosty keynote and pub- 
licity and displays will be avail- 
able from a major movie to be 
released concurrently with the 
campaign. Further emphasis can 
come from illustrations of weath- 
er’s influence—pictures of threat- 
ening cloud formations, blizzards, 
local after-the-storm scenes, romp- 
ing winter sports, and airport 
dispatchers radioing weather re- 
ports to aviators. 

The week of Nov. 6 to 13 comes 
at a time when people are forcibly 
reminded by changing tempera- 
tures that they must prepare for 
winter. A promotion of winter 
needs at that time promises the 
greatest return because it accentu- 


ates established buying habits and 
can also be expected to boost 
sales of winter items such as 
Christmas gifts. National Weather 
Week also falls in an opportune 
time for many stores—the “in- 
between” period when fall mer- 
chandising events are over, and 
Thanksgiving and Christmas ef.- 
forts have not yet begun. These 
reasons make the promotion a 
logical event. 

Taylor Instrument Companies 
hope stores will feature weather 
instruments to capitalize upon in- 
terest in weather generated by the 
week and symbolize winter’s ap- 
proach. But awareness of weather 
is also expected to develop sales 
for so many other items that the 
idea becomes a worthwhile store- 
wide promotion. 

Between Oct. 15 and Nov. 13, 
the company will, with national 
advertising to consumers, an- 
nounce the campaign in the Sat- 
urday Evening Post, Collier’s and 
Life. In other magazines most 
timely to National Weather Week, 
advertising will direct consumers 
interest to the promotion in stores. 
During October, publicity will 
also be sent to two major Amer- 
ican newspapers to build up in- 
terest in weather, preparatory to 
the actual promotion. And to as- 
sure complete familiarity with all 
campaign material, separate bul- 
letins which suggest methods of 
organizing the promotion, dis- 
plays, advertising and publicity, 
and possible departmental activi- 
ties, will be sent by Taylor to 
appropriate executives in _partici- 
pating stores. 
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Cash in on Cyclone’s reputation for making products of only the 
highest quality. Also ask your jobber about Cyclone “Red Tag” Screen 
Cloth, Lawn Fence and Gates, Burner Baskets, and Flower Bed Borders. 
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Revision of Undistributed Profits 
Tax Provision Possible 


Sentiment in Washington is opposed 
to continuance of section of 1936 
Revenue Act in present form—Repeal 
of provision favored by many groups 


(Washington Bureau of Hardware Age) 


LL signs in Washington point to 

a revision if not outright re- 

peal of the undistributed 

profits tax provision of the 1936 

Revenue Act which has been gener- 

ally criticized as imposing an. intol- 

erable burden on small and medium- 

sized companies which lack working 
capital. 

The tax, which imposes a heavy 
penalty on net income of business 
not distributed as dividends, is 
slated for consideration by Con- 
gressional tax experts along with 
the general subject of revising the 
country’s revenue structure. There 
have been indications that the House 
Ways and Means subcommittee, 
designated to conduct an investiga- 
tion, is ready to canvass the subject 
thoroughly two weeks before the 
next session of Congress even if a 
special session is called in No- 
vember. 

Representative Vinson, Democrat, 
of Kentucky, chairman of the House 
committee, reports that his group 
will determine what, if any, “cush- 
ions” should be provided against 
the tax for firms desirous of using 
surpluses for debt payments and 
plant expansion. 

“There probably ought to be spe- 
cial consideration given,” he says in 
reference to weaker corporations 
such as those just completing bank- 
ruptcy reorganizations. “Instead of 
taxing every dollar, there may have 
to be lower rates or other conces- 
sions provided.” 

Meanwhile, preliminary studies 
are being made by Treasury experts 
and employees of the Senate-House 
Joint Committee on Internal Reve- 
nue Taxation. An extensive survey 
covering the effects of the undistrib- 
uted profits tax on business and 
employment has been turned over 


tu the Treasury Department by the 
National Association of Manufac- 
turers. Based upon abstracts from 
letters written by member manufac- 
turers, the survey has been de- 
scribed as the only one of its kind 
yet made, and reports that the 
chances for increased employment 
if the law is lifted are excellent. 
One of the ten general conclusions 
reached as a result of the survey is 
that young, growing concerns and 
companies burdened with heavy debt 
are seriously handicapped. “Strong 
companies are in a more advanta- 
geous position,” the Association re- 
ported. 

Other groups clamoring for elimi- 
nation of the tax report that grow- 
ing opposition even among Adminis. 
tration advisers may mean the tax 
will be stricken from the bocks 
early in the next Congressional 
session. 


The Celler Bill 


One bill to revise the undistrib- 
uted profits tax, introduced during 
the last session in the House by 
Representative Emanuel  Celler, 
Democrat, of New York, attracted 
little attention in Washington, pri- 
marily because of Administration 
statements that general tax legisla- 
tion would not be given consider- 
ation at this session. 

The American Taxpayers League, 
which claims authorship of the 
measure, describes the bill as meet- 
ing all major objections to the un- 
distributed profits tax and points 
out that the American Investment 
Bankers Association, the Consumers 
Goods Industry Committee, the Na- 
tional Retail Dry Goods Association, 
and other organizations are “solidly 
behind” the bill. 

Although the undistributed profits 
tax has been the subject of general 


criticism throughout the country ever 
since its enactment, there apparently 
is more sentiment for outright re- 
peal than for modification along the 
lines suggested by Celler. 

Jesse H. Jones, chairman of the 
Reconstruction Finance Corporation; 
Joseph P. Kennedy, former Securi- 
ties and Exchange Commission 
chairman and now chairman of the 
Maritime Commission, both of 
whom are prominent Administration 
advisers, have expressed themselves 
as favoring modification of the act, 
but there is no evidence indicating 
they favor the specific changes 
sought by the New York congress- 
man. 

Chairman Doughton, of the House 
Ways and Means Committee, has 
been quoted as saying “the law 
should be amended so as to give 
some relief to corporations with 
little or no surplus and those which 
are heavily in debt.” But the Celler 
bill remains in his committee await- 
ing action. It was introduced on 
June 17. 

Although the U. S. Chamber of 
Commerce made some general rec- 
ommendations on the subject several 
months ago, many salient features 
of which are incorporated in the 
Celler measure, it is known that 
certain officials feel that the Celler 
measure embodies too liberal treat- 
ment of the subject. 

For example, the bill would allow 
credits for the amounts paid out 
during the taxable year for improve- 
ments of real property; purchase of 
machinery and equipment, and ex- 
pansion or replacement of plant and 
productive facilities, while the cham- 
ber’s recommendations would allow 
credits for a reasonable number of 
improvements. 

Also, the chamber favored a re- 
laxation of the present restriction 
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WICKWIRE 
NETTINGS 


is made from open hearth, copper 
bearing steel, drawn in our own mills 
where methods of weaving and the 
amount of galvanizing are according 
to definite and proven uniform quality 
standards. No material or operation 
is ever skimped. 

That’s why Wickwire nettings are 





tough but never brittle, why they 
resist rust whether exposed or buried, 
why they unroll flat, hang straight, 
stay tight without extra supports. 
These factors of uniformity mean re- 
peat business, turnover and profit 
from— 


HEX POULTRY NETTING 


all meshes in widths up to 72" of 150 
lineal feet bales. 


NET-WICK 


A straight line poultry perfected fence 
with a combination of mesh and 
gauge wire that makes a perfect poul- 
try fence. 


HEN-CHICK 


A combination mesh all purpose poul- 
try fence for all sizes of poultry. 


Galvanized either before or 
after weaving. 


Your jobber will supply you. 
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: The Bright Blade 









Special Alloy Steel 
The Red Blade 












Tungsten Steel 
The Black Blade 





















SIMONDS 





HACK SAWS 


for every Metal 
Cutting Job 


The RED END is an outstanding 


sales building trademark for the 
Dealer who stocks and sells any 
or all of these three types of first 
cutting quality Hack Saw Blades. 
Order from your Jobber. Write for 


leaflet giving complete list prices. 


SIMONDS SAW AND STEEL CO. 


The Saw Makers Established 1832 
FITCHBURG, MASS. 
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covering the distribution of a cor- 
poration’s adjusted net income to be 
made within the taxable year, but 
it did not specify what time limit it 
considered desirable. Celler’s bill 
provides that “a corporation may 
distribute up to 25 percentum of its 
adjusted net income within ninety 
days following the close of the tax- 
able year.” 

Although trade groups in Wash- 
ington have been paying little atten- 
tion to the measure, it is felt in 
some quarters that the bill is an 
invitation to build up facilities be- 
yond the point warranted by de- 
mand and to that extent might be 
dangerously inflationary. 


Credit Provisions 


As outlined by the American 
Taxpayers’ League, which has been 
active in lobbying for its passage, 
the bill also provides that: 


“1. Credit shall be allowed for 
amounts paid within the taxable 
year in discharge of debts. 

“2. General credits shall be al- 
lowed up to 30 per cent of the ad- 
justed net income of corporation. 

“3. These amendments shall apply 
to taxable years beginning after 
December 31, 1936.” 


Aside from the statements that 
the returns on the tax have been 
disappointing to Treasury officials, 
little has been said about complete 
repeal of the tax. Some Administra- 
tion spokesmen point out that the 
provision was never intended as any 
substantial revenue producer, but 
rather a means of distributing 
profits in the form of employee 
bonuses and stock dividends result- 
ing in increased spending. The view 
is held that the Administration 
never intended the tax to be a per- 
manent one and that possibly after 
another year of profit distribution to 
stockholders and corporation em- 
ployees, the Administration will be 
ready to push for outright repeal 
of the tax. At any rate, it is con- 
tended, the Administration is cogni- 
zant that the tax puts a penalty on 
the accumulation of protective re- 
serve and is a tax it does not intend 
to keep in effect for any extended 
period. 


Surtax Is Wrong 


Celler was quoted as saying at 
the time of the bill’s introduction 
that “developments have justified 
the position that the surtax is wrong 
in principle and destructive in re- 
sults.” If this method of raising 
revenue is not abandoned, he said, it 
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is important that the “major im- 
perfections” in the statute be iden- 
tified and early remedial action be 
taken. He described his bill as cor- 
recting this situation. 

What Celler describes as “one 
grave defect” in the tax measure is 
that the present tax “rests much 
more heavily on the smaller and 
growing corporations than upon the 
larger, established, and mature cor- 
porations.” Another “defect” is that 
it allows “no improvements and en- 
largements of capital assets to be 
made from the earning power of a 
corporation.” 

“As long as the undistributed 
profits tax does not provide some 
exemption for funds actually used 
in the improvement of plants and 
equipment, it deprives business of 
funds needed for expansion,” the 
Congressman said. 

“This defect will eventually lead 
to grave results. It not only damp- 
ens the spirits of businessmen, and 
in the long run reduces profits, but 
it also retards normal business ex- 
pansion. We all realize the unde- 
sirable effects of this slowing up of 
business expansion on all of the 
people of the country. 

“Some individuals claim that the 
undistributed profits tax, since it 
may tend to spread dividends, will 
cause people to spend more money. 


Now, in many cases this is desir- 
able, but if more people spend 
money, obviously more people will 
buy. If we do not want prices to 
rise to a high level we must not 
stand in the way of business expan- 
sion, since it is only by business 
expanding that more can be pro- 
duced.” 

Celler also has introduced a bill 
to amend the capital gains and 
losses tax provision of the 1936 
Revenue Act. It was referred to the 
House Ways and Means Committee 
when it was submitted on May 20. 


Capital Assets Tax 


The bill would impose a tax on 
gains on capital assets held less 
than one year and for that reason, 
according to Celler, would “reach 
the ordinary speculator.” For years 
the capital gains tax, which was con- 
tained in the original income tax act 
of 1913, has been repeatedly de- 
nounced as unsound. 

“No feature of the Federal tax 
system has given rise to so many 
difficulties and to such widespread 
dissatisfaction as the methods of 
dealing with capital gains and 
losses,” Celler declared, in introduc- 
ing the measure. He estimated that 
repeal of the tax would increase 
Federal revenue by $250,000,000 an- 
nually. 


Macy’s and the Fair Trade Laws 


HERE are several interesting 

angles to the recently- 
announced decision by R. H. Macy 
& Co. to sell its own brands on a 
national basis. The Macy brands 
will be wholesaled through the re- 
cently organized Supremacy Prod- 
ucts, Inc., under a selective and 
exclusive plan of distribution. Only 
one store in a trade area will be 
sold and the merchandising policy 
of such a store must be in line with 
that of Macy’s. 

Paul Hollister, vice-president of 
Macy’s, when asked what the store’s 
reaction would be if a distributing 
store cut prices of Macy’s brands 
below those charged by Macy’s, said 
that his company would make no 
complaint. 

Crichton Clarke, counsel for the 
American Booksellers Ass’n, pointed 
out that while the private brands 
to be offered to other stores are 
“price free,” no stores in the Macy 
trading area will be permitted to 
buy the products. And he went on 
to say, “Macy does not care how 


much its private brands are cut in 
other markets, but it will not permit 
them to be cut within its own trade 
area. What would seem more ridicu- 
lous than to find Maecy’s private 
brands sold within its own trading 
area at prices less than the same 
products could be bought for at 
Macy’s store? If it is not an accept- 
ance by R. H. Macy & Co., Inc.. of 
the principle of price maintenance 
within its own trading area, I cer- 
tainly wish Mr. Ralph Straus or Mr. 
Q. Forrest Walker, Macy’s econo- 
mist, would explain what it is.” 
The first store to take on the line, 
Fowler, Dick & Walker of Wilkes- 
Barre, reported that the initial con- 
sumer response to the store’s intro- 
duction of the line of Macy drugs 
and cosmetics greatly exceeded ex- 
pectations. Approximately 15 per 
cent of the original shipment was 
disposed of the first day. The store 
pushed the new line through large- 
size announcement copy in_ the 
Wilkes-Barre Record. — Sales Man- 


agement. 
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The PRIVATE 


Sweeping Ahead 
to Greater Sales 
and Added Profits! 


Sentinel Dealers are riding the crest of the wave—the wave 
of buying by the Sentinel-conscious public—a wave that’s 
smashing its way to new highs in sales and profits. 


No wonder! Never before has any radio dealer had so much 
to offer his customers. In the cities—on the farms, RAD- 
O-FONE has captured public approval, approval that keeps 
the Sentinel Dealers’ cash registers working overtime. 


Even with RAD-O-FONE this sensational Sentinel 1938 
Line would still be outstanding! It’s got everything, Auto- 
matic Tuning, Splendid New Performance, Value, New 
Low Prices, National Advertising and a Complete Line 
with 110 volt AC Models and 2, 6, and 32 volt Farm Models, 
every model in every classification a set that you can safely 
RECOMMEND to your customers—everything needed to 
make Sentinel the outstanding ‘‘Profit Line of 1938!’’ 


Ride the Sentinel Wave to New Profits. Send in the Coupon 
today! 
*% WHAT IS RAD-O-FONE? 


The most sensational radio development 
in years—another exclusive Sentinel 
feature! RAD-O-FONE provides the 
equivalent of TWO radios—radio in one 
location, second speaker in another 
location—and a control system that al- 
lows conversation between the two! 


MAIL THIS COUPON NOW! 


SENTINEL RADIO CORPORATION 
2222 Diversey Pkwy., Dept. HAS, Chicago, Illinois 


Please send me complete information on the 1938 
Sentinel Line. 


Name.. 
Addrees...................... 


Le _COMMUNTCATION: SYSTEM. 
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Mids.) RES 


FOR RETAIL 
HARDWARE STORES 


New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


Bell Signal Toaster 


“Universal”—automatically rings the 
bell when toast is ready and reduces 
heat only to serving temperature. Has 
automatic adjustable heat control for 











light, medium, or dark toast and toasts 
both sides of two slices of bread at a 
time. Diamond lustre chromium finish, 
Bakelite handles and feet, six-foot Un- 
derwriters’ Approved cord. List price 
of this model, No. E7122, $9.95. Lan- 
ders, Frary & Clark, New Britain. 
Conn. 


Bathroom Accessories 


New catalog illustrates line of Ramco 
“Crest” bathroom accessories, such as 
glass shelves, metal racks, soap dishes, 
tumbler holder, hooks, mirrored recess 
cabinets, towel dispensers, soap dispens- 
ers, etc. Price list is included. Reliable 
Metal Novelty Co., 13 W. 26th St., New 
York City. 


Oneida Animal Traps 

Catalog No. T 137 is a 3l-page book- 
let which, in addition to showing the 
various Oneida traps manufactured by 
the Animal Trap Co. of America, Litiz, 
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Pa., contains useful information on 
trapping methods for beaver, fox, coon 
and mink, and muskrat. Also shown in 
the catalog are live net traps, fur dry- 
ing frames, and trap tags. A list of net 
prices to trappers is included with the 
catalog. 


Cabinet Hardware Catalog 


American Cabinet Hardware Corp.. 
manufacturer of modern matched cabi- 
net hardware in chrome and five colors 
to harmonize with any color scheme. 
has issued a new four-page folder that 
has been designed as a handbook of 
information for dealers, wholesalers, ar- 
chitects, and contractors. The folder 
contains clear, detailed illustrations of 
the correct hardware installations for 
flush doors and overlapping lip doors, 
with complete working drawings, di- 
mensions, and explanations, which the 
company states will guarantee a perfect 
job and satisfied customers. With this 
folder, wholesalers’ salesmen can an- 
swer dealers’ questions on this subject 
and dealers will find it helpful in sup- 
plying hardware for any type of cabi- 
net. Inside the folder are color illus- 
trations of the various items in the 
company’s line, with detailed descrip- 
tion, dimensions, and working drawing 
showing how each item is_ installed. 
Copies of this folder available from the 





company. Attractive display panels and 
advertising pamphlets are also available 
without charge and are included in 
minimum cabinet hardware assortments, 
costing dealers less than $10.00. Amer- 
ican Cabinet Hardware Corp., Rockford, 


fl. 


“Thermos” Window Display 


This attractive three-color window dis- 
play is offered for use with “Thermos” 
brand products. Built in three sections, 
the display may be set up in a variety 

To 
A 


f ‘a 


of ways. As a single complete unit, as 
shown, it provides effective featuring of 
any desired “Thermos” brand merchan- 
dise, in addition to illustrating a lunch 
kit and a vacuum botile in use. Side 
panels are separate, permitting different 
arrangements in the window. The two 
side wings may also be used as indi- 
vidual counter cards inside the store. 
The American Thermos Bottle Co., 405 
Lexington Ave., New York City. 


Book on Electric Cooking 


A second edition of “Meals Go Mod- 
ern-Electrically,” will be issued as soon 
as advance orders totaling more than 
100,000 copies have been received. This 
volume is a handbook of electrical 
cookery and is designed to help owners 
to realize the full convenience and 
economy of their electric ranges. The 
contents include 80 pages of menus and 
recipes, 16 pages of four-color illustra- 
tions, and helpful information on the 
general principles of electrical cook- 
ery. Special sections cover electrical 
refrigeration and the use of the smaller 
appliances such as the grill, toaster, 
waffle baker, chaffing dish, mixer, cof- 
fee maker, and roaster. The price will 
be from 10 to 15 cents per copy, de- 
pending upon the quantity. National 
Kitchen Modernizing Bureau, 420 Lex- 
ington Ave., New York City. 
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OF TOWNS... 


. . . from one end of the country to the 
other is heard the jingle of money. Farmers 
are spending. They’ ve got a lot more money 
in their pockets than they had last year. 
And a lot of needs to be taken care of. 


Astute advertisers with their ears to the 
soil have caught the golden notes of this 
rural spending symphony and are doing 
something about it. Motor Wheel Cor- 
poration, for instance. Their Duo-Therm 
Oil-Burning Heater is a ‘‘natural’’ for 
the farm home and they recognize 


the Farm Journal as a natural medium 
through which to approach ‘this vast 


ove 


“at 





market. In the farm field Duo-Therm 
uses Farm Journal exclusively. 


Results? Duo-Therm says: ‘‘We are being 
swamped with replies to our Farm Journal 
advertisement.”’ 


Farm Journal's pulling power is unique 
because Farm Journal itself is unique. 
Its 4-Day Writer-to-Reader service gives 
it a timeliness and freshness that’s enthu- 
siastically welcomed by 1,333,000 modern 
farm families. 


1,333,000 families! What a rich market 
for the hardware manufacturer! 





FARM JOURNAL 


SEPTEMBER 238, 19387 











New Type Colonial Latch 


Lockwood’s Osterville and Cataumet 
designs for Cape Cod and other old- 
style cottages are modernized adapta- 


| 





tions of the pre-revolutionary type of 
thumb latch. The departure from the 
original is in the treatment of the part 
on the inner side of the door. In place 
of the unattractive lift latch, which pro- 
truded and caught on clothing, the 
thumb latch and handle have been re- 
peated on the inside, making both sides 
of the door alike. An adequate locking 
device has been added in the form of 
an inexpensive mortise lock. Lockwood 
Hardware Mfg. Co., Fitchburg, Mass. 


Ladies’ Wrist Watch 


This tiny Diva ladies’ wrist watch is a 
seven-jewel watch in a 10-k. rolled-gold- 
plate case with a non-corrosive back, 
and retails at $7.95. With a chromium 
case the same watch retails for $6.95. 
New Kelton jeweled wrist watches for 
men in curved cases have been an- 
nounced and also ultra-thin pocket 
watches to retail from $3.95. An at- 





tractive window display fixture is sup- 
plied free with an assortment of Kel- 
tons. Kelton Jeweled Watch Division, 


Ingersoll - Waterbury Co., Waterbury, 


Conn. 


Cory Catalog 


Featured in this catalog are complete 
deals for the trade. In one carton is 
packed a stock of Cory Coffee Brewers, 
window display and full assortment of 
other sales stimulating dealer helps. 
The De Luxe Princess Cory Coffee 
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Brewer is another featured model. It is 
offered as a holiday item and is pre- 
sented in a gift box which is suitable 
as a window or counter display. Copies 
of the catalog available from Glass 
Coffee Brewer Corp., 325 No. Wells St.. 
Chicago. 


Workshop On A Door 


“Compak” is a complete modern 
homeworkshop designed to fit on inside 
of closet door or wall. It is not fur- 
nished with tools, thus allowing dealers 
to sell tools along with Compak, as 
companion items. Features of this cab- 
inet are: the main tool compartment, 
which is equipped with an interchange- 
able clip and bracket system, permit- 
ting storage of tools according to indi- 
vidual arrangements; 25 small drawers, 
lettered from A to Y for screws, nails, 
nuts, tacks, small electrical gadgets, 





ete.; a sturdy collapsible work-bench; 
an adjustable lamp; Universal electric 
motor that drives a buffer and sharpen- 
ing stone or any small power tools, and 
utility electric outlet plug. Compak is 
only five inches deep; 73 inches high 
and 17 inches wide. Retailing selling 
price of Compak is $49.75. Compak 
Utilities, Inc., 250 W. 57th St., New 
York City. 


Tree Trimming Equipment 

Catalog No. 23 contains 15 pages of 
illustrations and complete descriptions 
of tree trimming equipment manufac- 
tured by the Bartlett Mfg. Co., 3003 E. 
Grand Blvd., Detroit, Mich. A price 
list is contained at the rear of the 
catalog. 





Dazey Opener and Sealer 


“Opn-Seal” for jars, bottles, and 
glasses. It can be used for all screw 
caps and Mason jars and seals all 
screw caps airtight and yet with a twist 
of the wrist Opn-Seal is said to open 
the tightest screw cap. Takes smallest 








medicine bottle top to largest Mason 
jar cap. As an opener, it removes 
vacuum sealed tops without bending 
them so that they can be pressed on 
again to protect contents of glass. Will 
also quickly remove crown caps of all 
sizes. Opn-Seal is used with the same 
handy wall bracket as other Dazey 
kitchen aids. Price is $1.79; West of 
Rockies, $1.85. Dazey Churn & Mfg. 
Co., 4301 Warne Ave., St. Louis, Mo. 


Chicago Wrench Assortment 


Consists of 36 open end wrenches 
made of high test drop forged carbon tool 
steel, zinc finished, and packed in a dis- 
play box with counter display stand. 
Wrenches are five different popular 





sizes and are the double and 15-degree 
style. Sizes are: 5/16 and 13/32; % 
and 7/16; 9/16 and %; 19/32 and 
11/16; 5% and %. Wrenches can be 
sold for 15 cents each or two for 25c. 
Barcalo Mfg. Co., Buffalo, N. Y. 
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THERE IS A DIFFERENCE! 


By E. B. GALLAHER 
Treasurer, Clover Mfg. Co. 


ATURALLY I am interested in Sandpaper 
and Emery Cloth—I make them. 


So, wherever I go, I always check up on what 
kind of Sandpapers mechanics are using, for I 
am interested in what the fellow who actually 
works with it has to say—he is the judge and 
jury. 

Now, it’s a fact that wherever I have found 
Clover Green-Stripe Sandpaper in use, the me- 
chanic has always had a lot to tell me about its 
better quality and the greater satisfaction he gets 
from its use. 


And I don’t approach the subject by saying, 
“I make that Sandpaper—how do you like it?” 
If I did, I would not get the information I am 
after. 


I say, “What kind of Sandpaper are you 
using?” Then, if it happens to be Clover Green- 
Stripe, I ask, “How do you like it?” Then I 
invariably get an earful. Naturally, I am pleased 
—who wouldn’t be? 


Well, Clover Green-Stripe Sandpaper and 
Clover Red-Stripe Emery Cloth are standard the 
length and breadth of the land. They cost no 
more than the ordinary, but they are much 
better. 


After all, merchants want to give their cus- 
tomers the greatest possible value for their 
money—this policy always brings back trade. 


In the case of Clover Sandpaper, Emery Cloth 
and Technical Abrasives, you not alone can give 
your customer better ser- 
vice, but you can do it at 
a better margin for your- 


self. 


CLOVER MFG. CO. 
NORWALK, CONN. 


A complete line of Coated Abrasives for Wood and 
Metal Working. 


Clover Grinding and Lapping Compounds. 
Since 1907 
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STEEL TAPES 
YOU CAN SEE.. 





... ARE STEEL 
TAPES YOU CAN 
SELL! 


Feature this unusual WYTEFACE 
display and watch steel tape sales 
climb. Perfect. visibility, a resilience 
that resists kinks, and a crack-proof 
ribb a -Vol-Ed at-a ob del d-Told-Bdal-B-3¢-1-) Becos cBatt ie 
are just three of the reasons for the 
wide popularity of this new black-on- 
white steel tape. 

A's Bote We ce) ae Wet-te- Ulolome-Bale Meloscchol(-1¢-B bat 
formation. Displays are free with your 


first order. 











« KEUFFEL & ESSER CO. 


HOBOKEN, NJ 
NEW YORK CHICAGO ST LOUIS SAM FRANCISCO DETROIT MONTREAL 





95 











“Squeez-Ezy” Mop 

Line is designed to expel water from 
mop yarn rapidly and easily without 
wetting hands. Twelve rows of diamond 





stitching make the head tangle-proof. 
Head is said to cover 285 square inches 
in area when in use and is easily re- 
moved and replaced when necessary. 
Mop is equipped with revolving twin 
sleeves of rust-proof metal to insure 
easy operation and thorough dry wring- 
ing. Handles are lacquered and avail- 
able in color. Comfortable rubber grips 
are on socket and barrel grips on 
handle. Mops retail from 65c to $1.25. 
Diamond Mop Corp., New Orleans, La. 


“Tu-Way” Belt Lacer 


Makes possible efficient belt lacing 
by hammer or vise. For hammer lacing, 
strips of safety belt hooks of desired 
length are inserted into magazine as far 
as they will go, so that retaining pin 
may be easily inserted. Belt is inserted 
between spiral spring pressure jaws, 
and end of belt is pushed squarely and 
firmly against magazine. Hooks should 
be placed on hard, smooth surface, and 
only a few hooks hammered in at a 
time until all are set, then repeat ham- 
mering until all hooks are even with 
belt surface. For vise lacing, hooks and 





belt are inserted and vise tightened un- 
til hooks are properly imbedded. List 
price of lace, 75c. Also announced is a 
small package line of safety belt hooks 
containing six strips of eight inches 
each to the box and especially adapted 
for users of Tu-Way lacers. List prices 
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per box range from 45c to 80c, depend- 
ing upon size. Discount on full car- 
tons of 25 boxes is 50 per cent, and 25 
per cent on assorted sizes in carton or 
broken carton lots. Safety Belt-Lacer 
Co., Toledo, Ohio. 


Model Airplane Cement 


It is quick-setting and transparent. 
Supplied in half, one, and two ounce 
bottles, and all sizes of containers. Stay- 
Tite Products Co., 3107 Detroit Ave., 
Cleveland. 


Curly-Head Gun Cleaner 


This coiled wire gun cleaner is ad- 
justable by thumb nut to any firearm 
from 38-caliber to 10-gage shotgun. 
Coiled bronze wire fits standard ram 
rod and is refillable. To clean a gun 
the Curly-Head is adjusted to about 
an eighth inch larger diameter than the 
inside of the gun barrel, and is then 





used to clean out powder corrosion 
without use of a clovh. When barrel 
has been cleaned thoroughly and it is 
desired to leave barrel oily, it can then 
be swabbed out by placing an oiled 
cloth over the Curly-Head. Maker states 
wires will not scratch and the Curly- 
Head will retain its full diameter at all 
times. Coiled Wire Tool Co., Brigton 
Station, Rochester, N. Y. 


Keystone Soil Helps 

A booklet called “Hidden Treasures 
in Your Soil,” telling the why and how 
of successful soil handling methods is 


being offered free of charge by the Key- 
stone Steel & Wire Co., Peoria, Ill. 


Catalog and Price List 


New catalog “Door Controls” and 
price list is now ready for distribution 
and is available to all jobbers and deal- 
ers in builders’ hardware. Grand Spe- 
cialties Company, Chicago, Ill. 





“Thermos” Brand Display 


This attractive three-color card coun- 
ter display is included in a current deal 
of “Thermos” brand vacuum bottle. The 





display, although requiring little space, 
features a pint size bottle. A catch 
holds the bottle in the display and 
makes it practically pilfer-proof. The 
American Thermos Bottle Co., 405 Lex- 
ington Ave., New York City. 


United Stove Catalog 


Has 31 pages and illustrates and de- 
scribes with complete specifications 
Savoil ranges, stoves, and heaters. Fea- 
tures of this line are illustrated and de- 
scribed separately. Photographs of the 
ranges are in color. United Stove Co., 
Ypsilanti, Mich. 


Wallpaper Smoother 


Incorporates a new construction 
called Chanelcast Setting and consists 
of a nickel-plated brass channel with 
perforations through which the knots of 
bristles are drawn. Liquid live rubber 
is poured into the channel at base of 
the bristles and vulcanized. Chanelcast 
Setting is said to insure against crack- 
ing and splitting at the base of the 
bristle knots, thus making for greater 
permanency and resistance to wear. 
Smoother is light in weight and handle 
is treated against moisture and finished 
with spar varnish. Bristles at ends ot 
smoother are flared to minimize pussi- 
bility of damage to newly hung paper, 
when working in corners. Rust-proof 





rivets are used. Smoother made in five 
differed types suited to individual re- 
quirements. This new construction is 
also being used on the new Superkleen 
stippler brushes and on Superkleen 
painters’ rusters. Superkleen Brushes, 
1 W. 47th Si., New York City. 
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Tee Hinges in all sizes 
packed in bulk or one 
pair toa carton. Stand- 
ardize on the well known 
McKinney Line. 








DESIGNERS AND MANUFACTURERS 
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plete line of roasters — ‘naturals’: for Fall 
















* AN IDEAL PROMOTIONAL 


ITEM FOR ANYONE WHO SELLS 
RANGES—GAS, OIL, ELECTRIC, 
OR WOOD. BRINGS WOMEN IN. 





* ALL PIECES ARE 
HEAVY GAUGE 
ALUMINUM, AND 
OF ADEQUATE SIZE. 


* FALL IS THE IDEAL 
TIME TO FEATURE 
THIS PRACTICAL SET. 


* THE ENTIRE SET WILL EASILY 
FIT ANY STANDARD SIZE OVEN. 


* DEALER COST 











WEST BEND ALUMINUM CO. 


WEST BEND, WISCONSIN 


*® Write for free bulletin describing our com 
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DEPT. 309 
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MKINNEY 


IR Ft 


OF GOOD 


BUTT HINGES 


PATENT APPLIED FOR 


Strap Hinges in all sizes 
packed in bulk or one 
Pair to a carton. The 
McKinney Line is the 
profitable line. 


Hinges that are forever silent at the joints—hinges that ride 
smoothly on a self-oiling bearing of durable Oilite—exclusive 
advantages that could easily command a premium in price for 
McKinney Butt Hinges yet retailing at no higher price than Ball 
bearing Butt Hinges. Here, truly, is an unbeatable combination 
for successful selling. Talk McKinney Oilite Bearing Hinges— 
cash in on their instant appeal to builders. Your jobber can 
supply you or write to us direct. 


McKINNEY MANUFACTURING COMPANY, PITTSBURGH, PA. 
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Wrought Steel Hasps in 
all sizes and finishes. 
Packed in bulk or one 
pair to a carton. Push 
the McKinney Line. 


YEARS 
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JOS. V. GUILFOYLE 


Part One 


OR the past decade there 
ri: been a serious and gen- 
erally unnecessary custom 
that prompted hardware retailers 
to sell altogether too much mer- 
chandise on the basis of the in- 
famous 10 per cent discount. Old 
friends, many large customers, 
building operators, etc., are still 
enjoying this 10 per cent discount 
from retailers. This has resulted 
in shortening the possibility of 
profit to the dealer. 
Salesmanship of store clerks 
has been at a very low efficiency 
mark. It is an essential require- 
ment to develop better  sales- 
manship, which is the greatest 
asset in the hands of the indepen- 
dent merchant versus the chains. 
For the purpose of analyzing their 
records, dealers should have sales 
tickets made out for every sale. 
These can later be sorted, ana- 
lyzed and classified to determine 
the sales by departments, and to 
find weaknesses and high spots, 
and the sales by each sales person. 
If customers return merchan- 
dise, and it seems best, from the 
standpoint of policy and good 
will, to issue a credit and refund, 
this should be done promptly and 
without argument. 
For years hardware dealers 
have been warned not to trade 
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Lets Assure the 
Future Success of the 
Hardware Industry 


By JOS. V. GUILFOYLE 


Managing Director, 
Southern California 
Retail Hardware Ass’n, Ltd. 


with unknown concerns and sales- 
men “just passing through.” They 
should refrain from signing con- 
tracts and agreements that entail 
financial obligations. When in 
doubt about any organization that 
wants his contract, the dealer 
should investigate first in order to 
avoid repenting later. It has been 
my experience that partial pay- 
ments to unknown salesmen have 
resulted in a 70 per cent loss to 
the retailer. 


Keep a Want Book 


A “want book” should be kept 
by dealers and used every day, as 
should a record of quotations from 
jobbers and manufacturers on 
most lines of merchandise pur- 
chased. An annual inventory is 
extremely essential. It should be 
accurate and so separate the mer- 
chandise under various depart- 
ments that it would show the in- 
vestment in each and every depart- 
ment. It is then important to 
study the turnover. 

Customers want to see and be 
able to touch and handle mer- 
chandise. Therefore, every arti- 
cle in stock should be in plain 
view and within easy reach of store 
visitors. This requires open-table 
displays throughout the store and 


proper sampling and pricing of 
special displays on boards or 
doors. Every article should have 
a price-ticket or price-card clearly 
showing its retail price. 

When a store adds new lines 
and the proprietor or manager 
has had the advantage of an ex- 
planatory sales talk from the 
manufacturer’s salesman, agent or 
jobber’s salesman, be sure that 
this information is passed along 
to the rest of the sales force. Give 
them sales ammunition with which 
to successfully merchandise the 
goods. Companion sales offer a 
challenge to proper displays and 
salesmanship. All displays should 
feature articles of similar nature 
or use. When a customer buys 
some quick-drying enamel, a sim- 
ple inquiry by the salesman may 
develop the information that the 
patron intends to paint some win- 
dow screens or repaint some fur- 
niture. This is the occasion for 
simple, prompt use of common in- 
telligence. The displays should 
be so grouped and by suggestion 
the salesman should offer some- 
thing additional that might be re- 
quired by the consumer, such as 
a paint-brush, sandpaper, paint 
remover, putty, etc. 

Large department stores assume 
that when a customer comes into 
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Their Telling Means Selling— 


When you sell a boy or girl a pair of Union 
Hardware Roller Skates they invariably show 
them and tell their chums what speedy, easy- 
going skates they are. Of course their play- 
mates beg to try them and after the trial, 
it’s: “Where did you buy them—we want a 
pair just like them!” etc. Their telling means 
The popularity of 


selling more roller skates. 


UNION 
HARDWARE 


Ball-Bearing 
Extension Roller Skates 


is also reflected in a recent check-up of 80 
Hardware Jobbers’ Catalogs. 75% carry Union 
Hardware Roller Skafes—35% carry them 
exclusively. Next highest brand is carried by 
30%—by 5% exclusively. 

Obviously the trade carries the products that 
are in greatest demand, show the quickest 
turnover and are most profitable to handle. 


Please Order from Your Jobber 









No. 8 
For Boys 
and Girls 











(REV EE EY 
HARDWARE COMPANY 


Gw EWVEGw EW 
TORRINGTON. CONN. 


NEW YORK OFFICE ISI CHAMBERS STREET 
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Customer Convincing SECURITY 
In This Big, Husky Padlock 








04407 2" 04405 11/2" 


There is nothing more salable in padlocks than a 
good BRASS lock. 
So let us remind you that the husky, handsome pad- 
lock illustrated—Eagle No. 04407—is not only cus- 
tomer convincing in its appearance of strength and 
security, but it has the quality to back the looks 
—including genuine Pin-Tumbler Lock Work. 
Also—it is priced to meet the economy ideas of 
your customers. 
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The Eagle Quality Line 


Night Latches Store Door Sets 
Trunk Locks Padlocks 
Front Door Sets Cabinet Locks 


EAGLE Bx CO. 


26 Warren Street: W York, 


Branch Offices: 
114 Bedford St. 


521 Commerce St. 179 N. Franklin St. 
Philadelphia, Pa. Chicago, Ill. Boston, Mass. 


Wood Screws 
Stove Bolts 


Machine Screws 





Works at Terryville, Conn. 






























their stores he has a specific arti- 
cle in mind. Such stores give 
little credit to the sales person 
who makes but one sale, but they 
do offer a “spiff,” commission, or 
bonus when the sales person sells 
two or more items to the same 
customer. It is assumed that by 
the power of suggestion and the 
use of some intelligence the sales 
person has increased the amount 
of the sale, the number of articles 
sold and the profit of the house. 
In most cases the customer is more 
satisfied. 


Personal Contact 


The outstanding advantage held 
by the independent dealer in com- 
parison with tke chain store is the 
personal contact of the proprietor 
or management with the consumer 
trade. I have seen so many evi- 
dences of lost opportunities on 
the part of the independent mer- 
chants and their sales forces that 
I would suggest that we can easily 
develop greater courtesy. Let us 
treat our store customers in the 
same manner as we would treat 
a guest visiting our homes. Let’s 
go out of our way to leave a 
definite impression in their minds 
that we deeply appreciate and 
welcome their presence as well as 
their purchases. If any hardware 
merchant or member of his sales 
force has a particular grouch, it 
might be better for the business 
and for him to stay home until 
he is in a more cheerful mood. 

It is time for dealers to forget 
the past and to bury the sharp 
hatchets they have been swinging 
around their heads while blaming 
all of the world’s and the indus- 
try’s trouble on manufacturers 
and jobbers. If right now you are 
wondering who is responsible for 
your present condition and who 
is going to be the one responsible 
in the future for its improvement 

-look in a mirror. 

Many hardware stores could use 
outside salesmen. If possible, 
these men should be taken from 
the present sales force and proper- 
ly trained with the aid of manu- 
facturers and jobbers. The hard- 
ware merchant who goes after 
business rather than waiting for 
it to come to him can be more 
successful. The good will and 
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interest of consumers in the store’s 
trade area must receive everlast- 
ing study and vigilance. Delivery 
equipment can be of tremendous 
advertising value if it is clean 
and bears well displayed signs of 
the business. Salesmen’s cars 
should have signs on the doors— 
signs that can be removed when 
used for personal trips. Delivery 
men should have the name of the 
store on their overalls or jumpers. 

Caution your employees and 
representatives to use your auto- 
mobiles with the fullest exercise 
of caution for the safety of pedes- 
trians, particularly children. One 
hardware store that in over a pe- 
riod of 20 years had spent $100,- 
000 in advertising to popularize 
and establish its business was 
forced to close up several years 
ago because its delivery equip- 
ment was carelessly driven and 
was sorely in need of repairs and 
replacements. Three unfortunate 
accidents, resulting in the death 
of one child and two damage suits, 
were the cause of the company’s 
failure after 27 years of active 
service in the community. 

When a customer asks for mer- 
chandise that is not carried by 
the store, salespeople should make 
it a point to show appreciation 
for the attempt the customer has 
made to patronize the store. Sales- 
men should go out of their way 
to direct the prospect to another 
home-owned independent estab- 
lishment. By all means be sure 
that the prospective customer is 
not insulted by the curt reply, 
“we don’t carry that.” 


Watch for New Items 


Watch for new items advertised 
in the trade papers and the pop- 
ular consumer’s magazines. Se- 
cure those items which are in 
popular demand. Be the first 
store to carry new goods. When 
a new line or fad line begins to 
show a decline in demand, imme- 
diately place it on a prominently 
located counter or table, at a price 
that will move it quickly. At all 
times keep a “special” on your 
No. 1 master-display table at a 
bargain-appeal price. This same 
table should be used for dispos- 
ing of obsolete goods. 

Plan displays in your windows 


and store for at least six months 
at a time, and work out the details 
of your plan and set-up at least 
a month in advance. This plan 
should embody advertising, store- 
arrangement, show-windows and 
store display and price tickets, 
etc. 


One of the Weak Links 


Consumer advertising is gener- 
ally one of the weakest links in 
hardware retailing. There are nu- 
merous ways of advertising such 
as: post-card announcements; let- 
ter head announcements mimeo- 
graphed and illustrated with pen- 
cil drawings; printed broadsides, 
or leaflets; and local newspapers. 
If a well circulated newspaper 
with reasonable advertising rates 
is available to the dealer, he 
should use it and arrange to have 
his advertisements on certain days 
so that prospective buyers know 
that they can find the store’s ad 
in that paper on those days. The 
newspaper copy had best be pre- 
pared a week or two in advance 
which will permit submitting 
proofs. [Illustrations should be 
generously used and it is a good 
idea to have a cut of the firm 
name made in the same design 
as that on windows, show-cards, 
stationery, delivery cars, etc., for 
use as a signature in all adver- 
tisements. 

Too many retail hardware mer- 
chants give too much attention to 
buying. There is a crying need 
for more consistent study and 
analysis of selling. Buying price 
is not so important when it is 
realized that there is no profit 
until the goods are sold. If the 
store has goods being widely ad- 
vertised, or new low prices or 
merchandise with special price 
appeal it should tell the public 
and tell it often. A good mer- 
chant makes a selling plan, keeps 
stock, buying and expense control 
records; studies trade conditions, 
seasons and consumer demands 
and incorporates this information 
in his planned merchandising pro- 
gram. Dealers must take steps 
to better understand the problems 
of merchandising in general and 
in their trade specifically. Indi- 
vidually and collectively they 
must study, read and discuss mar- 


HARDWARE AGE 

















Are you giving your customers all you can for 
their dollar? Businesses are built and reputa- 
tions are made on this sound principle, hence 
we draw your attention to Warren Tools that 
give you full value for your dollar, and you in 
turn do likewise. Let’s both of us join forces 


in this sound business policy. 
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EAS/ER.. 
QUICKER... 


MORE PROFITABLE SALES 


V-Type Two-Stage 
Gardner-Denver ADR 
Compressor... 62 cu. 
ft. displacement at 
r. p.m. 


WITH THESE 


GARDNER-DENVER 
AIR-COOLED 


| 
COMPRESSORS 


Built for all-around service work, Gardner-Denver ADR Ajir-Cooled 
Compressors cover a wide variety of needs. These compressors have 


high efficiency . . . . smooth-running performance... . quality features 
such as special alloy cylinders, extra large fin-type inter-coolers and 
controlled lubrication. Write for information about Gardner -Denver 
ADR Compressors—and about ,other popular Gardner-Denver air- 
cooled models that will also widen your profit range. 


The Gardner-Denver 
line of air-cooled 
compressors includes 
single cylinder and 
duplex single-stage 
models, 


GARDNER-DENVER CO., Quincy, Illinois 


SINCE 1859 


GARDNER-DENVER 
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keting problems. | feel that it is 
quite possible for a majority of 
retailers working together to de- 
velop a plan that will offer hope 
and success for the future. 

The jobbers, in the meantime, 
are just as badly off. They have 
mental and financial resources 
that would be of tremendous help 
to themselves and to their retail- 
ers if such advantages could be 
combined and_ intolerance be 
eliminated. Certain jobbers must 
stand out as ultra-progressive and 
successful even though they might 
be working on a combined plan 
with other jobbers. 


Some Suggestions 


From now on dealers and their 
jobbers must do some thinking 
in order to better understand each 
other’s problem. No individual is 
capable of solving these problems. 
However, by thinking together, 
something worth while can and 
must develop. The “three-point” 
plan of distribution has responsi- 
bilities for the manufacturer, 
wholesaler and retailer, and my 
suggestion for such a plan is:- 

1. For the manufacturers to 
agree to work with and under- 
stand wholesalers and retailers, if 
they wish to distribute through 
these channels instead of direct to 
chain stores and syndicates. 

2. Wholesalers, both large and 
small, must join together on a 
definite plan of action with re- 
gard to their relations with manu- 
facturers and retailers. 

3. Manufacturers and whole- 
salers must recognize the need 
and do something at once to place 
their retail merchants in a posi- 
tion to meet competitive prices. 

4. Hardware wholesalers might 
consider establishing centralized 
buying offices to be paid for joint- 
ly. These offices might be sit- 
uated in strategic major cities of 
the United States near the major- 
ity of hardware and housewares 
manufacturing plants. Such cen- 
tral purchasing offices might elim- 
inate much of the individual 
wholesalers’ cost of doing busi- 
ness. The volume of business se- 
cured by manufacturers through 
the central buying offices should 
result in larger discounts for the 
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trade and lower expense for 
manufacturers. 

5. Hardware wholesalers who 
are interested in reducing costs of 
distribution might try out a plan 
by which they would notify their 
accounts, at least once a month, 
of the competitive prices prevail- 
ing in their territory. At the same 
time dealers should be notified 
where they can find the same or 
comparable merchandise in their 
catalogs at cost prices which will 
enable dealers to meet competition 
and show a lower cost to the 
dealer on such merchandise. To 
reduce the expense of this service 
the data could be supplied by 
jobbers in loose-leaf sheets to fit 
an inexpensive three-ring binder. 
Dealers could then make out and 
mail their own orders on their 
own purchase forms, or on spe- 
cial order forms supplied by the 
wholesalers. Such orders should 
reach the wholesaler at a lower 
selling expense. 

6. Wholesalers should be pre- 
pared to furnish retailers, at cost 
price, monthly or oftener if nec- 
essary, a series of paper streamers 
in two colors that could be pasted 
in the dealer’s window or strung 
up as streamers, for announcing 
the special lower selling prices on 
competitive merchandise. Lower 
prices should also be reflected on 
the common, every-day _ staple 
lines, which the hardware retailer 
is out of line on although he may 
not be aware of it. Dealers. 
through their trade organizations 
and a revolving committee, should 
work with a special sales promo- 
tion department, set up and sup- 
ported by the cooperative whole- 
salers. 


One Solution 


Group buying plans and jobber 
cooperative plans do not go deep- 
ly enough into the problem. The 
wholesaler working with a com- 
mittee of retailers with a more 
definite sense of their problems 
may, through the wholesaler’s buy- 
ing power, warehousing, finances, 
selling and specialty department, 
under the direction of a merchan- 
diser, shoulder a combined re- 
sponsibility along these lines and 
effect a plan that would produce 





the desired results for all inter- 
ested parties in the industry. 

In describing the local dealer. 
particularly when comparing him 
with chain stores, the words “inde- 
pendent merchant” have been gen- 
erously used and the description 
has been, unfortunately, an all too 
truthful statement. Certainly as 
far as the retail hardware trade 
is concerned I hope to see the 
time come when we will not jus- 
tify the name “independent,” nor 
be called by that name, even 
though we are operating a home- 
owned business. Let’s cooperate 
instead of being independent. 
Let’s ask that we be called 
“the home-owned or individually- 
owned retailer.” 


Credit Statistics 
pein credit division of the Na- 

tional Retail Dry Goods Associa- 
tion reports in the following table 
the prevailing terms on commodities 
regularly sold on the instalment 


plan: 
Maxi- Mini- 





mum mum 
Terms Down 
Commodity (Months) Payment 
Mech. refrigerators ...... 36 None 
Radios, phonographs .... 12 10% 
Stoves, electrical and others 12 10% 
Other kitchen equipment.. 12 10% 
Laundering equipment .. 12 10% 
Plumbing supplies ...... 12 10% 
Of) burmers .....ccccceee 36 10% 
Vacuum cleaners ........ 18 5% 
Sewing machines ........ 18 $3.00 
Parmitere ....cccccccccce 12 10% 
Floor coverings ........- 12 10% 
BGRESIES cc cccccccccccce 12 10% 
House furnishings ....... 12 10% 
Blankets and comforters.. 6 10% 
Men’s coats and suits.... 3 20% 
Expensive fur coats...... 10 10% 
Women’s cloth and fur- 
trimmed coats ......... 6 10% 
Women’s dresses ........ 3 25% 
Children’s apparel ....... 3 25% 
Sporting goods (guns, golf 
elabe, ef6.) ..cccccccecs 6 20% 
General merchandise (small 
THEY  ciccicccccisecees 3 25% 


For 1936, Standard Statistics tab- 
ulates the average liquidating period 
for credit accounts as follows: 


Aver. No. of 
Days Outstdg. 


Open- Instal- 


Type of Business Credit ment 
BMD ccccccvcgcodeccscccies 34 
Auto tire and accessories.. 50 84 
Coal, fuel oil and wood.... 54 200 
Department stores ........ 65 175 
Purmiture ....ccccccccccess 67 254 
GrocerF .cccccccsccccccess 42 ° 
PlarGware § ..ccccccsccccece 61 283 
Heating and plumbing..... 52 ° 
Household appliances ...... 40 361 
IOWENEY co cccccccccccccccss 72 203 
Lumber and building mate- 

PEED ccsndscdosreqe cenees 61 303 
Men’s clothing ..........-- 73 85 
BME vc huccdendctncssnexe 61 
Women’s specialty ........ 75 109 

Total, exclusive of depart- 

ment stores .........+-- 2 248 
Grand total ....... 64 211 


“ *Open-C redit only. 
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Myers Pump Leathers mean great- 
er customer satisfaction and better 
profit for you. First in quality. Dur- 
able and dependable. First in serv- 
ice. Dozen lots in attractive cartons. 
All standard sizes. You are always 
sure that Myers Quality Leathers 
offer superior performance values. 
Ask our salesman when he calls or 
write us. 





CO. 


THE F.E.MYERS & BRO. 


ASHLAND, OHIO 
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A NAIL- a PAIL- 
AND A SALE! 


Buying is contagious. One purchase 
prompts another. But if you’re pressed for 
time you can’t promote such purchases. You 
lose the sale of the pails after the nails — 
the pliers after the plane. 


Wise hardware merchants make one hand do the 
work of two. They now use a National Package 
Sealer. Instead of being busy with bundles they 
are busy with buyers. They don’t have to fuss 
and fumble with twine. They press the lever of 
this efficient little sealer then apply the tape. It 
is exceedingly simple, efficient and fast. Takes 
up very little room on the counter, but plays an 
important role in thousands of wide-awake stores. 


Nearly a million National Package Sealers 
now in use. Get the complete story. Mail 
the coupon today! 


TAPAK — For the same reason food prod- 
ucts are put in sealed containers, Itstix Tape 
is packed in the patented Tapak container 
(orange color). Each coilis individually pro- 
tected by moisture-proof paper. You receive 
and can keep it as fresh as the day it was 
made. ... Yardage, weight and strength are 
guaranteed. Fresh I/tstix Tape attractively 
printed is advertising at very small cost. 








NATIONAL PACKAGE SEALER 
_ Nast Pacrace SEALING > nemnes, ». 0. 


0D 7] Send National Sealer on Trial. | [[j Circular 
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Coming Conventions and Events 


American Hardware Supply Co., 
41-43 Terminal Way, South Side, 
Pittsburgh, Pa., annual convention, 
Jan. 24 and 25, 1938, at company 
headquarters. Wm. M. Stout, gen- 
eral manager. 

Iowa Retail Hardware Associa- 
tion, 40th annual convention and 
house furnishings show, Feb. 8 to 
11, 1938, inclusive, Des Moines, 
Iowa. Headquarters: Hotel Savery. 
Exhibition: Coliseum Bldg., Philip 
R. Jacobson, secretary-treasurer, 
Mason City, Iowa. 

Kentucky Hardware & Implement 
Association, annual convention and 
exhibit, Jan. 18 to 20, inclusive, 
1938, Louisville, Ky. Headquarters: 
Seelbach Hotel. J. M. Stone, secre- 
tary-treasurer, Room 1009, Seelbach 
Hotel. 

Mountain States Hardware & Im- 
plement Association, 36th annual 
convention, Cosmopolitan Hotel, 
Denver, Colo., Jan. 17, 18 and 19, 
1938, inclusive. John T. Bartlett, 
secretary-treasurer, 637 Pine St., 
Boulder, Colo. 

National Federation of Implement 
Dealers’ Associations 38th Annual 
convention, Hotel Sherman, Chicago, 
Ill., Oct. 6 to 8 inclusive, 1937. H. 
J. Hodge, secretary, Abilene, Kan. 

New England Hardware Dealers 
Association, annual convention and 
exhibit, Hotel Statler, Boston, Mass., 
March 2 to 4, inclusive, 1938. 
George G. Hoy, secretary, 140 Fed- 
eral St., Boston. 

New York State Retail Hardware 
Association Annual Convention and 
Exposition, Hotel Statler, Buffalo, 
N. Y., Feb. 8 to 10 inclusive, 1938. 
John B. Foley, secretary, 510 Hills 
Bldg., Syracuse, N. Y. 

National House Furnishings Man- 
ufacturers Association, 11th annual 
exhibit, Stevens Hotel, Chicago, III., 
Jan. 9 to 15 inclusive, 1938. Warren 
Edwards, secretary, 228 N. LaSalle 
St., Chicago. 

National Association of Contract 
Builders’ Hardware Distributors, 
fourth annual convention and ex- 
hibition, Palmer House, Chicago, III., 
Sept. 21-23, 1937, inclusive. J. 
Harold Dumbell, Samuel McKnight 
Hardware Co., president. Association 
offices, 225 Federal St., N. S. Pitts- 
burgh, Pa. 

National Wholesale Hardware As- 
sociation, 43d annual convention. 
jointly held with American Hard- 
ware Manufacturers Association, 
75th semi-annual convention, Palm- 


er House, Chicago, IIl., Oct. 18 to 21 
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inclusive, 1937. Secretary Whole- 
salers Assn., George A. Fernley, 505 
Arch St., Philadelphia, Pa.; secre- 
tary, Manufacturers Association, 
Charles F. Rockwell, 342 Madison 
Ave., New York City. 


The Ohio Hardware Association, 
44th annual convention and exhibit, 
Columbus, Ohio, Feb. 15 to 18 in- 
clusive, 1938. Headquarters, Desh- 
ler-Wallick Hotel. Exhibit, Colum- 
bus Auditorium. John B. Conklin, 
175 S. High St., Columbus, secre- 
tary-treasurer. 


The Pennsylvania and Atlantic 
Seaboard Hardware Association, an- 
nual convention and exhibit, Con- 
vention Hall, Philadelphia, Pa., 
Feb. 1 to 4, inclusive, 1938. W. 
Glenn Pearce, 400 N. Broad St., 
Philadelphia, managing director. 

Texas Hardware & Implement As- 
sociation, 40th annual convention, 
Hotel Baker, Dallas, Tex., Jan. 25, 
26 and 27, 1938, inclusive. Dan W. 


Scoates, secretary, College Station. 
Tex. 


Triple convention of The South- 
ern Supply & Machinery Distribu- 
tors’ Assn., The American Supply 
and Machinery Manufacturers’ 
Assn., and the National Supply and 
Machinery Distributors’ Assn., Hotel 
William Penn, Pittsburgh, Pa., 
May 9 to 11, inclusive, 1938. Secre- 
tary, Southern Assn., Alvin M. 
Smith, Smith-Courtney Co., Rich- 
mond, Va.; secretary, American 
Assn.; secretary, National Assn., H. 
R. Rinehart, 505 Arch St., Phila- 
delphia, Pa. 

The Western Retail Implement & 
Hardware Association, 49th annual 
convention and exhibition, Kansas 
City, Mo., Jan. 18 to 20, 1938, inclu- 
sive. Sessions and exposition; New 
Municipal Auditorium. Herbert J. 
Hodge, sec.-treas., Abilene, Kan. 

West Virginia Hardware Associ- 
ation, annual convention, Greenbrier 
Hotel, White Sulphur Springs, 
W. Va., Feb. 21-22, inclusive, 1938. 
H. B. Clower, Oak Hill, W. Va.. 


secretary-treasurer. 





The Buyer for the Jobber 


(Continued from page 76) 


dropped the matter—he talked 
about other things, trade pros- 
pects, etc., etc., took up his hat 
and with a pleasant goodbye, left 
the building and took the train 
for home. He arrived the next 
morning, but before going to the 
mill, he called up his home and 
learned that one of his children 
had caught a cold the day before 
and had developed a temperature; 
so, because he had to go home 
first, he did not reach his office 
until late in the afternoon. There 
on his desk was an air mail, 
special delivery envelope contain- 
ing the buyer’s order as originally 
given, but not less the 5 per cent. 
There is nothing gained by such 
tactics, and in every case they 
should meet with defeat — and 
from any executive, presumably 
sane. We live and we learn, and 
we learn, too, how few past mas- 
ters there are in the art of bluffing. 

I have left the crowning at- 
tributes of a good buyer to the 
last. Summing it all up, I believe 
the secret of both buyer and sales- 
man efficiency is devotion and 
loyalty to his principals. There 
are times when confidence, friend- 
ship and goodwill have helped 


every high-grade manufacturer, 
jobber and salesman, and I know 
that the completely successful man 
among men comprehends the im- 
portance, the absolute necessity, 
if one would merit and deserve 
success, of loyalty, good faith and 
devotion to the interests of those 
who have been loyal and faithful 
to him. The buyer, the salesman, 
or the manufacturer who, after 
such derived benefits, would resort 
to sharp practice or double deal- 
ing, however loud his professions. 
however attractive his suggestions 
or emphatic his promises, would 
and should be stamped as un- 
worthy of business dealings with 
business men who knew he had 
criticized or belittled those who 
aided him in his career. That 
brings us to appreciation, which is 
begotten of loyalty. 

There are just as many kinds 
of salesmanship as there are sales- 
men; just as many methods of 
buying as there are buyers; but for 
the courteous, conscientious hard- 
ware buyer, the man who is vigi- 
lant for his company’s interests, 
manufacturers have only words of 
praise and sincere admiration. 
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AT LAST—COMPLETE POWER TOOL SET-UP 
Mounted on Bench Top—Ready to Run 


A) | 


Just what you’ve been looking for. Builds real sales Set-up consists of 5700 Power Drill Press, 1600 Disc 
volume. Ideal for display and demonstration. Sell Sander, 1220 Jig Saw, 190 Polishing Head, 1800 Spindle 
complete set-up as well as individual tools. All tools Shaper, 185 Lathe, 840 Table Saw, 1700-Y Belt Sander, 
mounted on sturdy bench-top, 6’x25” x2”, complete 6502 % H.P. Motor, Lineshaft Equipment, Counter- 
with all lineshaft, belts and pulleys for correct speeds. shaft and Accessories. Double-A Tools are nationally 




































Just plug in and sun. advertised—nationally known. 
Write today for illustrated literature on this y| Paes, > 
unit and others. Units available without bench mericas leading 


i# desired, or as single items. 








Manufacturers of 
LOW PRICED TO3r8 


‘CASTES 


“ACME” Ball Bearing Casters roll silently, easily, smoothly in any 
direction. They not only protect all types of floor coverings, but they 
give a modern, up-to-the-minute note to furniture. 


THEY SELL AS EASILY AS THEY ROLL 


‘““ACMES”’ are a source of continual profit . . . a small item that de- 
velops mass sales. Show the customer how “acmgEs” work. Roll one 
on the palm of your hand or run it along the counter—always an 
interesting demonstration that results in a sale. 


Power 
DOUBLE-A PRODUCTS CO., Inc. 
Ann Arbor, Mich. 





























"is ae THE ScHAtz MANUFACTURING Co. 
rae yy) POUGHKEEPSIE, N. Y. 


Bia | BALL BEARING 
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The Pittman-Robertson Law and Its Operation 


A brief description of the wild 


life restoration measure and its 


method of financing its projects 


(Washington Bureau of Hardware Age) 


NCLUDED among the last bills 

of the Congressional session to 
be given Presidential approval was 
the Pittman-Robertson wild life 
restoration measure which becomes 
effective on July 1 of next year. 

Designed to aid in the restoration 
and maintenance of wild life 
through approved projects financed 
jointly by the Federal and state 
governments, the law is expected to 
check the gradual decrease in the 
duck population and other wild life 
resources. Of the $3,000,000 col- 
lected annually in Federal taxes 
from the sale of sporting goods, 
arms and ammunition, 8 per cent 
will be deducted for administration 
expenses, leaving about $2,760,000 
available for allocation to the vari- 
ous states which adopi assenting 
legislation. 

Projects may include the selection 
and improvement of feeding, rest- 
ing or breeding places which, after 
completion, will be maintained at 
state expense. 


Allocations to States 


Allocations to the states are to be 
based partly upon the area and 
partly upon the promotion of hunt- 
ing licenses issued. But no state will 
receive more than $150,000 annually. 
Quotas are as follows: 

Pennsylvania, $161,439.69; New 
York, $151,524; Michigan, $137,- 
975; Texas, $137,927; California, 
$115,934; Ohio, $113,650. 

All the rest would be entitled to 
less than $100,000 annually, with 
Rhode Island trailing with $2,393. 

In the case of Rhode Island or 
any state where the quota is less 
than $15,000 the Secretary of Agri- 
culture, the Federal agency adminis- 
tering the law, is authorized to allo- 
cate $15,000 providing the state 
sets aside $5,000 for the project. In 
all cases the amounts mentioned are 
75 per cent of the permissible costs 
of projects. The individual states 
would contribute the remaining 25 
per cent. 
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Under the plan, the $3,000,000 in 
taxes will not be earmarked for the 
program but rather Congress will be 
required to appropriate an equiva- 
lent amount to finance the projects. 
A spokesman for the Biological Sur- 
vey of the Department of Agricul- 
ture told Harpware AGE that Con- 
gress is expected to appropriate the 
necessary funds for the fiscal year 
ending June 30, 1939, on the basis 
of the tax receipts for 1938. 


Minimum Federal Control 


The bill passed the House shortly 
before adjournment after the Agri- 
culture Committee had reported fa- 
vorably on the measure. Action in 
the committee, it was learned, came 
only after the Senate had rewritten 
the measure, assuring the states a 
maximum of cooperation but a mini- 


mum of control from the Federal 
Government. 

Citing what he termed “unusual 
powers” vested in the Secretary of 
Agriculture for the control of proj- 
ects after completion, Representative 
Scott W. Lucas, Democrat of Illi- 
nois, a member of the House Com- 
mittee, said the original bill con- 
tained “dictatorial and tyrannical! 
powers.” As revised and passed by 
both Houses, however, the measure 
is “a long step in the right direc- 
tion” and launches a “sound conser- 
vation program in this country,” 
Lucas said. 

The Pittman-Robertson law had 
the support of the General Wild 
Life Federation, an organization 
formed last March by national 
groups concerned with preservation 


of wild life. 





Self-Service File Display 


The Nicholson File Co. is offering to 
retailers a new No. 66 retail file display 
unit, brilliantly colored and of the self- 
service type, containing fast-selling 
types and sizes of files. The display 
contains 65 files, with each type and 
size carried in its own easily reached 
compartment. Each file is Cellophane- 
wrapped, to permit close inspection, 
yet to protect it against handling dam- 
age. Available in either the Nicholson 
or Black Diamond Brands, this display 





is an entirely new type of sales help on 
files. Sturdily designed to protect files 
during shipments and finished in eye- 
compelling colors, it may be used on 
counter or table. Compartments con- 
taining the files are plainly labeled as 
to type and price so that the customer 
may choose the files he wants without 
delay and without taking the clerk’s 
time. Manufacturer states files con- 
tained in this new unit account for 80 
per cent of all unit file sales through 
hardware stores. The company expects 
that the normal value of file sales will 
show a rise with the help of its 
new display unit and Cellophane- 
wrapped files.—The Nicholson File 
Co., Providence, R. I. 


The Nicholson File Co. 

new No. 66 retail file dis- 

play unit containing 65 
files. 
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Quit worrying about the guy who wants a pad- 
lock for a dime! Your cus- tomer is willing to pay 
for security. And in the ILCO line you have it for him: 
rugged strength with real pin-tumbler or disc-tumbler 
cylinders. 

Here are two excellent ILCO values: 

No. 308 (right), the aristocrat of padlocks. Shackles 
chromium plated, case hardened steel; locks on both 
sides. All parts and cavities machined to extremely close 
limits. Five-pin tumbler. Case and body heavy cast 
bronze, satin finish. Two milled nickel silver keys; prac- 
tically unlimited key changes. 

No. 314 (Cleft), “Black Knight,” 6 styles including 2 
Bicycle Padlocks. Steel shackle; heavy steel case, durable 








‘naturally interest every bit user! 





black wrinkle finish. Mechanism is of 
five disc-tumbler, double locking (ro- ILCO KEY 
tary) type, offering greatest possible BLANKS 
security. Two keys; design permits 250 | See us first. We 


; maintain an ex- 
key changes. tremely large as- 


Write today for complete informa- | sortment at a 
tion covering our attractive counter and times, and can 

: : fill orders from 
window displays, also saleable padlock } stock. 
assortments. 





INDEPENDENT 


“roam LOCK COMPANY 


HE SYMBOL OF SUPREME 


LOCK PROTECTION 


Fitchburg, Mass. 


Branches in all Principal Cities 
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THE EXTREME 


ACCURACY 


which makes the Russell Jennings 
the pattern maker’s favorite will 


/ 


For well over a half century, pattern makers 
have staked the excellence of their work on 
the accuracy and keenness of the genuine 
Russell Jennings Auger Bits. 

This complete confidence, born of experi- 
ence, is naturally shared by cabinet and fur- 
niture makers, carpenters of the better type, 
skilled amateurs — by every craftsman who 
takes pride in work well and speedily done. 

Russell Jennings Bits are micrometrically 
sized when made, hand sharpened, and then 
individually tested in tough hickary. In your 
own interest, recommend them whenever and 
wherever superb quality counts. 


Your Jobber Can Supply You 


GENUINE 





Manufactured Only By 
THE RUSSELL JENNINGS MFG. CO. 


CHESTER, CONN. 
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Have Your Paint Displays 
at the Buyer's Finger-tips 


Modernize your paint 
department, have it 
prominently located 
and then capitalize 
on “impulse buying” 


ECOGNIZING the growing 
R importance of impulse 
buying, aggressive retailers 
of paint are creating paint dis- 
plays to increase the number of 
purchases made “on the spur of 
the moment.” This idea is effec- 
tive whether the customer is at- 
tracted to the store by advertising, 
seasonal needs, planned buying, or 
just plain shopping. 

There is a natural creative urge 
in all of us which needs only an 
outside stimulant to produce sales. 
Because of this, open paint dis- 
plays are becoming more vital to 
merchandising success. But to be 
genuinely effective, they must ap- 
peal to the shopper’s desire for 
brighter and more colorful homes. 
They must tempt the customer to 
handle the packages and make him 
realize that “paint and brush” is 
a medium which easily and quick- 
ly transforms the unsightly into 
the colorful and attractive. 

When paint displays are so ar- 
ranged that all containers are at 
the potential buyer’s finger-tips, 
neither time nor effort is lost in 
getting a container into his hands. 
And when conspicuous examples 
are strategically placed in the dis- 
play, they will effectively show 
how easily and inexpensively new 
beauty can be imparted to dingy 
surfaces. 

The paint department should be 
prominently located so that it will 
impress upon the public, its dig- 

(Continued on page 130) 
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Weed & Co., Buffalo, N. Y., installed fixtures which had been designed 
by experts, and the result was a paint department of unusual distinction. 


tutes} | Pit 


Higbee’s paint depattment in Cleveland is arranged for unhindered access 
to the merchandise. Stock is clean, well-groomed and very easy to inspect. 
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Jordan Marsh in Boston has an attractive layout for merchandising paint. 
Examples mounted on convenient wall areas show many colors and finishes. 
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CLUMSY CLARENCE 


he falls to fortune 





{ ditt | 
Sema, Aue 





SI] 
om 

q 
i epee: - 


TRIPS WITH INK BOTTLE, MAKING LARGE 
SPLOTCH ON CARPET. 



























WROUGHT STEEL 
3 LOOSE PIN BUTT 
No. 225 
WROUGHT STEEL 
BROAD FAST PIN BUTT 





No. 131 


WROUGHT STEEL 
ORNAMENTAL SURFACE 
HINGE 











No. 460 


WROUGHT STEEL 
FULL SURFACE HINGE 
(FLEUR DE LIS 


RIFFIN 


anufacturing Company 


ERIE, PENNSYLVANIA 


x4 








AGENTS 


NEW YORK: 45 Warren St. BOSTON: 100 Purchase St. 
CHICAGO: 162 N. Clinton St. SAN FRANCISCO: 703 Market St. 


SEND FOR OUR COMPLETE CATALOG 
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REALIZES MESS IS CLOSE TO STAIRS. 
BOSS SURE TO SEE IT. 








PUSHES BISSELL DISPLAY WAY UP FROM 
REAR OF STORE TO COVER SPOT. 








ALMOST SWAMPED BY SWARM OF SHOPPERS 
INTERESTED IN NEW BISSELLS 








STAGGERED BY CLAP ON SHOULDER FROM BOSS, WHO 
PROMISES REWARD FOR SUCH SMART HEAD-WORK. 





HEN you display Bissells in heavy traffic spots, 

you’re assuring yourself of an extra-rapid turn- 
over. In one store, for instance, The Bissell stock was 
turned over five times in one month—at the full mark-up. 
And this quick turn-over at full profit is something you 
can always depend on with Bissell. No other sweeper is 
so well advertised, so well known—and so well liked! 


BISSELL CARPET SWEEPER CO. 
Grand Rapids, Michigan 
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6s Cnetic Circles 
Yast ANnTl 


SUPER -OIL 
PORTABLE HEATERS 


@ Sell portable sunshine. Glowing 
sunny heat that can be carried into 
those “Arctic Circle Rooms” in 
every home! Ypsilanti Super-Oil 
Portable Heaters have been stream- 
lined for modern appearance. They 
give quick, clean, healthful heat and 


may be safely carried from room to | 


room even when lighted. Two sizes 
—three finishes. The “Arctic Cir- 
cle’ counter displays, newspaper 
ads and folders help you sell. And 


they are all furnished free. Write | day, Jon. 27. 


for the whole story. 


UNITED STOVE CO. 


YPSILANTI, MICH. 





Portable Heaters and your free Arctic 
Circle selling helps. 


Tell us all about Ypsilanti Super-Oil , 
NAME 


ADDRESS 
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Belknap Employees 
Fought the Flood 


(Continued from page 54) 


a time, over to dry land, and that 
continued until 300 dozen shovels 


| and forks had been worked. This 


shipment weighed in excess of 


_ 20,000 lb., but the tools were go- 


ing to be used by the city for 
clean-up work and we felt it our 
duty to fill the order regardless of 
the inconvenience and hardships. 

We all rejoiced that we had 
large stocks of merchandise, such 
as cots, blankets, rubber boots, 
garbage cans, milk cans (which 
were used for drinking water), 
lamps, lanterns, Coleman gasoline 
lamps, stoves, raincoats, slickers, 
work clothing, shovels, scrapers, 
brooms, mops, lime, etc., which 
were so greatly needed in public 


| buildings and relief-giving camps. 


Some boat manufacturing com- 
pany in Kansas City contacted us 
by phone one night and said they 
had five carloads of boats avail- 
able if wanted. Mr. Stein con- 
tacted the purchasing department 
of the city, an order was placed, 


| and the boats were here within 


42 hours, most of which were put 
into use immediately. 


The elevators in our main build- 


ing could not run higher than the 
tenth floor, nor lower than the 
fourth, for when they went higher, 
the block would get in the water, 
and if they went lower, the cables 
would dip in the water, so many 
of these heavy goods were carried 
from the twelfth to the tenth floor 
and then from the fourth to the 
second floor. 

It is estimated that at least 100 
carloads of merchandise were 
worked out the main entrance of 
this office building. 

Tuesday, Jan. 26, and Wednes- 
During this period 
the crest of 57.1 feet was reached. 
Our city sales activities increased, 
but before the crest was reached 
it looked very much as though the 
water would get on the second 
floor of our power plant, so we 
built walls made of cement around 
our turbines, switchboards, and 
the fire boxes of our boilers. Hav- 


ing taken this precaution, we could, 











YOU Know 
the Danger o 


an Anfigquared 
Stock! 


That’s why you should be han- 
dling a complete stock of the 


Improvea 
ISUBLE HINGE 


This modern YU \\ 
hinge is so en- L t\ 
; O5C0 te 

tirely different “ 4 it al 
and has so many : 
superior advantages that it has 
completely antiquated the butt 
type of hinge 

Architects and home owners are 
specifying and demanding it. Man 
ufacturers are rapidly aletolg olel¢-.dlal-| 
it in their products wherever a hinge 
is needed 

Let your trade know you handle 
SOSS Improved Invisible Hinges 
(we help you) and note the quick 
response in increased hinge sales 


Write for complete information today 


SOSS MANUFACTURING CO. 
648 E. FIRST AVE. ROSELLE, N. J. 
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Looking 
fora 
Hardware 


Store ? 


HE place to find it is 

under the heading of 
Business Opportunities in 
the Classified Opportun- 
ities Section of the regular 
issues of Hardware Age. 


By watching the for-sale ads 
you ll be reasonably sure to 
secure a good paying busi- 
ness at a fair price or better 
still, let the trade know the 
kind of a store you are look- 
ing for. 
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Classified Opportunities Dept. 
239 West 39th Street 
New York City 
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AMERICAN CHAIN & CABLE COMPANY, Inc. 


Tenso Well and 
Swing Chains 


@ The demand for Tenso Coil Chain, 
used by many for Well and Swing 
Chain, is so constant that it is a prof- 
itable merchandising policy to feature 
it frequently throughout the year. 


@ When you feature 2-0 Tenso Well and 
Swing Chain you offer the best value 
obtainable. Any customer to whom you 
sell this chain will be well satisfied with 
its appearance and service, and, as a 
result, he will have added confidence 
in you and your merchandise. 

@ Made with either hot galvanized or 
special ACCO Electro-Galvanized fin- 
ish, Tenso Coil Chain is weatherproof 
and corrosion-resisting. Packed in 250 
ft. lengths in attractive cartons, it is 
easy to stock, handle and display. 

@ Plan to feature Tenso Coil Chain 
next month. Check your stock now. 


AMERICAN CHAIN DIVISION 


BRIDGEPORT, CONNECTICUT 
































NEN 
COPPER POINTS 


peer PSS 


SOLDERING IRONS 


@ Arrest attention and interest with 
the extra large copper points of 
Peerless Electric Soldering Irons. 
This extra large point means — 
heat at the point where you want 
it— greater efficiency — longer 
life— lower cost for current — 
and a cool, comfortable handle. 
Prices range from $1 to $3.75, 
(Retail). Attractive five-color 
metal display helps you sell. 














PEERLESS NOVELTY CO. 
GRAND HAVEN, MICHIGAN 


Send all the facts about Peerless Electric 
Soldering Irons and your Free Display. 


PORTED dicnncconcncsrccssecons : ceresoseessennenes 
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have kept our plant going with 
two more feet of water. We were 
still boating coal, buying what we 
could on the outside, and we con- 
tinued to do so until the river had 
receded sufficiently for the rail- 
roads to again make us deliveries. 

I shall not attempt to give the 
dates of the following happenings, 
except in a most general way. Up 
to this point I have made no men- 
tion of the splendid work done by 
Mr. Converse and those who ral- 
lied around him in connection 
with the cafeteria, but on the night 
of Thursday, the 21st, when men 
were working throughout the 
night, without having had a chance 
to provide any food, Messrs. Con- 
verse and Stein got busy and 
bought all of the hot dogs, buns 
and bread they could find in this 
part of the city, which held body 
and soul together until the follow- 
ing day when a real concerted ef- 
fort was made by Messrs. Con- 
verse, Winbun, Appel; Mrs. Fannie 
Rehm, Mrs. Stella Storts, Mrs. 
Luella Kihnley, Mrs. Frankie 
O’Neal, Mary Simpson, and others 
to organize the cafeteria force. By 
Saturday, a number of our men 
who had been forced out of their 
homes, brought their wives and 
children into the plant, and quar- 
ters were established on the twelfth 
floor for them. The wives, and 
children old enough to work, im- 
mediately assisted in the cafeteria. 
I was stumped once when a fam- 
ily showed up with a dog, but 
fortunately we found a home in 
Crescent Hill for that family and 
their pet. Some of the ladies from 
the office contributed their services 
and, frankly, our cafeteria and 
dormitory service resembled that 
of a hotel. 

Obtaining food to serve 1200 
meals a day was not a simple task, 
but Armour & Company, neighbors 
of ours, were very considerate and 
cooperative. On one or two occa- 
sions food was obtained, at the 
owner’s suggestion, by our going 
to his place and prying open a 
window or a door with a crowbar. 
I know of several cases of poultry 
that we obtained in this manner. 
Order clerks and office assistants 
became proficient in the art of 
picking chickens, geese, and ducks. 

















THERE'S 
Guick Lurnover 
ON THIS 
SPORTSMAN’S OIL! 


Seasoned gun experts and 
“once-a-year’ hunters alike rec- 
ognize the merit of this famous 
oil. It protects gun barrels inside 
and out, prevents rust and pit- 
ting, keeps working parts in 
tip-top shape. 3-In-One Oil 
is selling faster than ever be- 
fore—you can make more money 


than ever beforel 


GUN MANUFACTURERS 
RECOGNIZE ITS VALUE! 


It's a fact that many Firearms 
Makers use and recommend that 
3-In-One Oil be used on their 


guns because of its triple action. 


THE A. S. BOYLE COMPANY 
DISTRIBUTORS 


Jersey City New Jersey 


3-IN-1 OIL 


LUBRICATES CLEANS 
PREVENTS RUST AND TARNISH 
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THERE’S NOTHING LIKE EXPERIENCE 


@ Way back in 1774, when John Ames ic 
set up his hand forge and began making 
Ames Shovels, little did he realize that 
his efforts marked the beginning of 
the world’s largest shovel company -- - 









Since John Ames’ time, millions of shovels 
have been made and much has been 
learned about shovel making . . . Every 
shovel that comes from the Ames 
Baldwin Wyoming Company’s plants is 
the result of one hundred and sixty- 
three years of shovel-making experience. 


In buying, just as in manufacturing, 
nothing takes the place of experience and 


buyers of today have learned from experi- ii atta tees 
Shovel Factory with its 
ence that, dollar for dollar they get more ace Fares Paper 


for their money in an ABW Shovel! out a few dozen shovels 


a day, is still standing 
AMES BALDWIN WYOMING CO. 


at North Easton, Mass. 
PARKERSBURG, W. VA. * NORTH EASTON, MASS. 





The Shovel 
That Built 


America 


SHOVELS, SPADES, 
SINCE SCOOPS, FORKS, 
HOES, RAKES, POST 
HOLE DIGGERS 
















Accepted in the trade as the 


standards of value for half a Stee 
century. Every Phoenix article is 
correctly designed and fabri- 
cated to give maximum service. 











Porwagi METAL — Horse and Mule Shoes siikece cate 
Pe eg *Blanks ® ToeCalks ® Lawn Mower pone 
end. Spuds ® Tractor Wheel Spuds 






® Grab and Slip Hooks ® Cold NOISELESS 
i ° RUBBER SHOES 
Shuts ® Forgings ® Tank Flanges. sar Maaakes Ss ee 
— Penrod iit RUBBER—Horse and Mule Shoes Bar styles, Sizes 2 to 8. 
All standard sizes. ®DoorMats ® Force Cups,new style 


NOISELESS MULE SHOES 
Sizes 2,3, 4 and 5. 


® Radiator Hose, 3-ply ® Moulded 
Rubber Goods, to order. 





Sold by Leading Jobbers everywhere on 
an established policy through regular 
trade channels. 

















SPORT SHOES 
For riding, running, PHOENIX SHOES 


racing or polo. 


SLIP 
HOOKS 
Round 
StraightEye 
or Twisted 
Eye, for 4" 
to 1" chain. 
GRAB 
HOOKS 
For 4%" to 
1" chain 
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— 3 WORDS 


that precision tools. 
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Per Qe ir renee ® 
“IT’S A LUFKIN” - that’s the only sales talk you need to sell 
precision tools, for the name LUFKIN means accuracy and quality 
to every mechanic and engineer. Cash in-:on the extra sales 
appeal of the name LUFKIN by featuring these readily accepted 
tools. Write for Catalog No. 12. 





pe i Steel Tapes: 

: - 

a Tapes, Steel ee 
a Wood, Steel and x 

voy every measuring purp 
ules 


THE LUFKIN RULE CO., SAGINAW, MICH. New York City 
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pleats, —" 
; a a . 
hen ye When we originated size-marked pump 
g. Easy to use. | leathers, we did not realize how quickly 

Plug in AC dt. | they would be demanded by alert re- 
socket. Ne other. Wt. tailers. Today, Simplex size-marked pack- 
20 oz. 6ft. cord. ings are a necessity in every hardware 
eMriie FECTED: | store 

eager 1 ‘ , 
Doster apiinnce: Over Simplex size- marked pump leathers 


simplify counter sales, avoid mistakes, 
speed up selling and make sales more 
profitable. Don't be without these finest 


foes new eift tem. 


This is one of the acivertisements appearing in quality packings—each one individually 
@ ESQUIRE size-marked. 
DAY EVENING PO! 
re 4 


Ask your jobber or write us 
for price list. 


MARU FACT O82 a G 
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The owners of this poultry were 
glad to let us have it for 10 or 12 
cents a pound in preference to 
having it starve to death or drown. 
and by that time we were rather 
glad to have a slight change in 
our menu. Drinking water was 
such a problem, we hauled many 
gallons each day from a well lo- 
cated on Fehrs Brewery property. 

Our towel supply was cut off, 
we were needing clean linens bad- 
ly, so Messrs. B. F. Cook, C. M. 
Smith and W. T. Peyton took a 
washing machine off of the sample 
floor, rigged up a gasoline engine 
and did the washing for the whole 
family including our refugees. 

It became necessary for us to 
establish a hospital and Clifton 
Rodes was appointed head of the 
hospital staff. Some of the ladies 
and others assisted him when help 
was needed. We were most for- 
tunate in obtaining the services 
of Dr. David Hill. What we would 
have done without him, I don’t 
know. Dr. Humphrey could not 
reach us—he was marooned in the 
eastern end of the city—and there 
were times we had to have a doc- 
tor immediately. A goodly num- 
ber were made very sick by the 
typhoid shots. We had _ several 
cases of influenza. We had a num- 
ber of minor accidents, and our 
carbon monoxide patients required 
some attention. It is surprising 
we didn’t have more sickness. 
when you consider the exposure 
to which all were subjected, and 
we had very little heat. We used 
coal oil stoves for heat and, inci- 
dentally with which to cook. Our 
gas supply was cut off. 

I rarely ever think of the hos- 
pital that I don’t think of one 
patient in particular. He was a 
man we had employed to help dur- 
ing the flood and it developed he 
was a chronic sacrailiac sufferer 
(Dr. Cliff Rodes diagnosis). He 
got to the point where he could 
not walk and we really had no 
facilities for making him comfort- 
able. This type patient finds a 
little too much give to a cot, for 
comfort. 

On one occasion, about 3 o’clock 
in the morning, I found this party 
on his hands and knees crawling 
around on the twelfth floor of this 
building, by the aid of a flashlight 


HARDWARE AGE 








re 


to 
vn, 
1er 
in 


iny 


lo- 


off, 
ad- 


M. 


ple 
ine 
ole 


rer 


uld 

no 
ort- 
sa 


for 


ock 
arty 
ling 
this 
ight 


\GE 








that Mr. Rodes was shining on the 
floor just in front of him. I can 
assure you there was no danger of 
their being arrested for speeding. 

We were successful within two 
or three days in getting this party 
into the city hospital, and when 
he was carried down on a cot and 
loaded into the ambulance, we 
breathed a sigh of relief, but within 
less than an hour I looked up and 
saw him coming in the front door. 
They had taped him up and sent 
him back to us. In about two 
more days he expressed a desire 
to have a hair cut, shave, new 
clothes, and a chiropractor work 
on him, and after telling him 
where he could find a chiroprac- 
tor, we parted company. 

I am afraid to venture a guess 
as to how many telegrams we re- 
ceived from the families of our 
employees, inquiring about their 
loved ones. The telephone service 
was out, we could not get to where 
these men or women were board- 
ing, and it was next to impossible 
for us to reply to the telegrams 
at all satisfactorily. I hope, in 
this connection, that all will profit 
by that experience and make it a 
point, wherever they are during 
a major catastrophe, to try to keep 
in touch with their families. ~ Our 
faces would beam all over when 
a telegram would come in inquir- 
ing about someone who happened 
to be here at the plant working, 
because we could intelligently 
answer the inquiry. 

Throughout these troubled times, 
our salesmen were continuing to 
travel, and there were many tele- 
grams coming in pertaining to 
shipments of merchandise. Mr. 
Stein relieved Mr. Gibson and me 
of office worries, and with other 
members of the sales department, 
handled those details. 

Miss Juanita Chandler, Mrs. 
Florence Riley, Miss Margaret Mc- 
Kinney, Miss Eunice Preis, Miss 
Alma Krippenstapel, Miss Pauline 
Whitler, Miss Jessie Llewellyn, and 
Miss Frances Storts were on hand 
throughout. They played the roles 
of waitresses, stenographers, book- 
keepers, dishwashers, messengers, 
maids and nurses. They were 
ready and willing and put in 16 or 
more hours of work each day. 

As the waters receded the first 


SEPTEMBER 23, 1937 





Dear ms 
to Ned CLEVELANG iid 
When 
YOu do 
It won't USiness wi+ 
tion be because h Nationa, 





BS) 
ce 
> 
°o 
sj 
© 
ee 
rr 
-” 
@ 
a” 


find j¢ Son will 5 
t @ b 
al Products PR igh © handle 
. hat " 





Sincerely, 


The Nationa Screw 
& Manufacturing i 










‘ORK 


NAT SAYS... 


I'll help you win 
the flag this fall— 


47 
Just say, Come on, 


Nat, hit the ball!’ 
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The Silver Clipper 


% Display this strikingly beautiful family 
scale and almost every woman who sees it 
will want one! Modernistic design with 
unique silver and black dial. Improved 
mechanism — unusual accuracy. Reasonable 
price with attractive profits. 


FREE Display—in 5 colors—A proved Sales 
Maker in stores everywhere. Ask your jobber 
for catalog and prices. 


HANSON SCALE CO. (Est. 1888) 


510 N. Ada St., Chicago 1150 Broadway, New York 


HANSON 


SCALES 


BATH SCALES + DIET SCALES 
FAMILY SCALES « NURSERY SCALES 
SCALES for DOCTORS' OFFICES 
PENNY WEIGHING MACHINES 


















4@ 
ft Album of 


J 
| 
' FamousOil @ 


| Heaters. . . Gas 





4 


Oil Control Valves 
Keep Your Heaters 
. . Sar 


Your sales are made easier, and your profits 
multiplied, when your Oil Burning Space 
Heaters, Ranges, and Water Heaters are 
equipped with A-P Oil Controls. The A-P 
Oil Control on any oil-burning appliance in 
your store is guarantee of service-free de- 
pendability, positive safety, and increased 
efficiency. This is proof of alert A-P En- 
gineering that helps you to promote an ever- 
increasing list of satisfied and enthusiastic 
customers. 


AUTOMATIC PRODUCTS COMPANY 








MILWAUKEE WISCONSIN 
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floor cleared very quickly, leaving 
a good coat of mud on everything. 
We, however, wanted to retain the 
water in the basements until we 
could get equipment from the fac- 
tory to be used in reconditioning 
bolts and nails. As long as this 
merchandise was kept in water 
there was no danger of its rusting. 
Within a few days the equipment 
came and our basements continued 
to hold the water—the fall would 
not exceed more than 2 or 3 inches 
a day. Our sewers, before the 
flood, had been closed to keep the 
water from backing up into the 
basements. It became necessary 
for us to engage the services of a 
diver to go down through a win- 
dow and open these valves which, 
of course, permitted the basements 
to empty quickly. 

We were all quite anxious to 
get into the basements and see 
just what damage had been done 
to the floors and walls. The pres- 
sure from this water had been so 
great that there was scarcely any- 
thing that resembled an aisle left. 
Rolled roofing, drums of asphalt, 
kegs of nails, tubs of white lead, 
building paper, and metal roofing 
had washed here, there, and yon- 
der. Drums of paint and other 
articles had floated and lodged 
between steam pipes and ceiling, 
some of which were very difficult 
to remove when the water receded. 

Earlier in this report I told you 
about the tunnel door between 
Buildings 6 and 12 being closed 
and tunnel filled with sandbags, 
and that at 12:30 Friday night an 
attempt was made to rearrange 
those bags so they would stop the 
flow of water. We found upon our 
first trip to the basement that the 
heavy steel door had been torn 
into shreds, every bag of sand in 
that tunnel had been washed out 
into Warehouse 12, and that the 
water had gone with such force 
that it took a stack of several hun- 
dred kegs of nails in Warehouse 6, 
through the tunnel, into Warehouse 
12, and piled them everywhere. It 
likewise picked up whole bundles 
of metal roofing and just bent them 
around the concrete columns. 

As soon as the water had re- 
ceded sufficiently, the real work 
started. All the metal roofing, 
numbering many cars, was sold 








M™ FOR TODAY'S HOME " 


CHROME HARDWARE 


by Champion 
e 


Ultra Modern 
Design 
* 
Bright Colored 


Plastics 
.s 


Smooth-As-Satin 


Chromium 
. 


DURABLE FOR HOME 
STORE & OFFICE USE 


Smart-Bright —— Sell on Sight 
The CHAMPION HARDWARE Co. 
Geneva, Ohio 
NEW YORK OFFICE: 51 MURRAY ST. 














The next six months is 
Homecraft time, with your 
chance to reap a handsome 
rofit on Trojan Blade sales. 


ith the summer past, in- 

terest springs immediately 

ance 0 to indoor activities, making 
new objects, repairing old. 

With the Trojan quality line 


Harvest of blades made to the most 
exacting engineering specifi- 

. cations, you 

can offer your 

ro | S customer the 
blade to fit his 

requirements, 
be it wood, 
metal, bone or 
plastic. A satis- 
fied return cus- 
tomer is then 
assured and 
your profits ad- 















Trojan Blades 
we give this at- 
tractive automatic 
salesman. Designed foreye 
appeal it gives your custom- 
er that initial desire for blades. 

Compact, neat, it requires little 
space to do its selling job. Divided into compart- 
ments it (1) provides you with a balanced line of 
14 best selling types for every power jigsaw or 
coping saw frame. (2) Gives you a perpetual in- 
ventory of your Trojan stock. 


ACKERMANN-STEFFAN & CO. 
4509 Palmer St., Chicago, U. S. A. 
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a 
Gd “Push-Cver” 


~~ IG@ARAGE DOOR 
HARDWARE 
, , 





| Priced to SELL! 


Priced to reach the big 
low-price market that 
no overhead type door 
hardware could reach be- 
fore. Yet the “50-50” is 
ALLITH quality in every 
detail . . . simple, reliable, 
smooth in operation. Full 
details are given in the 
ALLITH catalog, which 
shows hardware for doors 
of every type .. . sliding, 
overhead, ROUND-A- 
CORNER or folding-sliding. 








ALLITH:PROUTY INC. Danville. IIL. 


TRACK AND HANGERS 


A complete assortment of types and sizes 


. . hardware made to the highest stand- 


ards of quality and efficiency, and priced 
to give you every sales advantage. 


SEND FOR THE NEW CATALOG 














DAN: 
The biggest opportunity 
in years to boost your 
paint profits ... Every- 
body’s talking about 
O’Brien’s Thermolyzed 
Tung Oil Line... Write 
for exclusive franchise 
proposition zow / 


O'BRIEN VARNISH CO. 


South Bend Indiana Since 1875 


O’BRIEN 
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and shipped out. Huge quanti- 
ties of barbed wire, composition 
roofing, bale ties, smooth wire, 
and other lines too numerous to 
mention, were offered at reduced 
prices. They sold readily. This 
enabled us to clean the basements 
and dry them to the best of our 
ability, to store inbound merchan- 
dise which we were needing to 
replace the flood damaged. The 
factory equipment was here and 
we started tumbling nails. We 
had to have new kegs to put the 
nails in after they had been thor- 
oughly dried and polished. We 
had to get carload after carload of 
sawdust, for it was used in this 
process. It looked like an endless 
job. It took nearly 70 days to 
recondition our nail stock. 

We had about 800 tons of bolts 
under water. Under the direction 
of Messrs. Frank Napier and Floyd 
Carter every one of these little 
packages had to be opened, the 
bolts run through this washer, 
then the bolts had to be restacked, 
50 to a package, by hand, re- 
wrapped, and numbered, which 
necessitated employing, for the 
nails and bolts, 100 to 125 addi- 
tional people, and renting outside 
buildings in which to wrap and 
store bolts. This took nearly ninety 
days. 

We rigged up vats into which 
we submerged black smooth wire, 
which enabled us to save that. 
One vat contained acid to remove 
the rust and filth, another water 
to wash off the acid, then the final 
bath was in a soluble oil. It was 
a real job to find some metal that 
would resist this muriatic acid. It 
would eat right through sheet lead 
in two or three days’ time. 

The railroads again were begin- 
ning to accept freight. It was an 
endless task for Messrs. Gage and 
Knadler to assemble all the freight 
that had been packed and finally 
get it to the merchants, but within 
a few weeks, by working day and 
night and Sundays as well, the ob- 
stacles were overcome and we were 
again giving normal service, 

I am mentioning comparatively 
few names in this report, only in 
connection with illustrating a 
point. An interesting story could 
probably be told about all whose 















Tool of 100! Uses 


A whole shop full of tools in 
one. Grinds, polishes, routs, 
drills, cuts, carves, sands, 
saws, sharpens. engraves. 
Uses 200 different acces- 
sories. For home, shop or 
take to job. Plugsinany £ 
light socket ACorDC110 
v. 13,000 r. p. m. 

Get A Demonstration 
at Hardware, Dept. Stores, 
Tool Dealers gr order on 
10Day Money-Back Trial. 
$10.75 and up postpaid, 3 
Accessories Free. De Luxe 
Model $18.80, with6 Ac- 
cessories. Catalog Free. 





projects 25c, stamps or coin, 


CHICAGO WHEEL & MFG. CO., Dept. EE Chicago 


One of the advertisements appearing 
regularly in 


45 LEADING PUBLICATIONS 


that are sending customers to you for 
demonstrations. The Handee is a proven 
seller. Requires only 2 sq. ft. of counter 
space for Special Demonstrator Set. Small 
investment for stock-—rapid turnover. 


SELLS ON SIGHT 


Every man who picks up a Handee from 
your counter wants it. He is thrilled 
with its perfect balance and smooth per- 
formance. Every Handee sale means a 
steady customer for you for the more 
than 200 available accessories. 


Write Today for Special Deals 

Learn about our New Accessory 

Case~ a real Profit Maker. 
CHICAGO WHEEL & MFG. CO. 
1101 W. Monroe St., Dept. (99, Chicago, III 
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CRAFTSMAN 


f Project Book 

Pleasure and Profit with a Han- 
dee.’’Easyworking plans formak- 
ing many interesting and unusual 


SSS Sa 








Don’t Overlook 
Calking as a 
Profit Builder 


AINT or repair 
jobs and calking 
jobs go hand in hand. 
Stock and sell Pecora 
Calking Compound, 
the time-tested calk- 
ing material that is 
specified by leading 
architects and used by reputable build- 
LEAKS ers. Money cannot 








ny ; 
streaks! buy a more reliable | 


material. Now also 
packed in cartridges 
for use with Pecora 
Cartridge Gun illus- 
trated below. Makes 
calking easier and 
more profitable than ever. Don’t take 
chances with an in- 
ferior product. Push 
Pecora and avoid 
complaints, for prop- 
erly applied it will 
not dry out, crack 
or chip. 








This Gun 


With 3 Nozzles and 


4 Filled Cartridges 
Shipped Express Collect 
r 


i2 





Creators of 
Calking Compound 
in Cartridges 





HIS new type, high pressure Car- 

tridge Calking Gun (patent applied 
for) is a great time and material saver. 
No messy filling of dirty gun. Assures 
a better calking job. Pecora Calking 
Compound is specially packed for this 
gun in non-refillable metal cartridge of 
approximately one quart and one pint 
capacity. 





Write for Folder and Prices 


Pecora Paint Company, Ine. 
Lawrence & Venango Sts., Phila., Pa. 
Established 1862 by Smith Bowen 
Member of Producers’ Couneil, Ine. 
PECORA SASH PUTTIES AND 


PECORA PERFECT PATCHING 
PLASTER 




















names appear in _ alphabetical 
order on the report’s pages. The 
list contains names of those whom 
I contacted or bumped into. 

No special credit is due any one 
person or any group. It was the 
concerted effort of all that made 
our accomplishments possible. A 
fine display of loyalty and deter- 
mination was made. 

Even a nerve-racking experience 
such as this has its compensations. 
It afforded me, as well as many 
others around here, an opportunity 
to really get acquainted with a 
large number of our loyal em- 
ployees. In a large organization 
like ours, it sometimes takes a 
catastrophe of this kind to really 
bring us all close together. Men 
you have known only casually for 
many years get to be very close to 
you when you are laying brick or 
serving as hod carriers side by 
side. 

I had an experience which il- 
lustrates the above. One morning 
about 2 o’clock I was looking for 
some one of our regular employees 
to send on a mission, and I ap- 
proached a man and asked him if 
he worked here regularly. He said 
he did. I apologized for not know- 
ing him. He then told me he had 
been here 15 years. I became 
more profuse in my apology. He 
looked at me and said, “You 
needn’t feel bad about it because 
I don’t know you either.” I told 
him I had been here 30 years, and 
his reply was, “Brother, I think it 
is time we are getting acquainted.” 
George Deitsch and I then shook 
hands and have been good friends 
since. 

It was not an uncommon thing 
for men to go from 48 to 72 hours 
at the beginning of our troubles, 
without a wink of sleep.  Fre- 
quently when your turn came to 
sleep, you were too tired to relax. 
Ernest Kaufman, after 72 hours of 
constant work in the power plant, 
was prevailed upon to get a little 
rest, and about the time he had 
dozed off someone, wearing rubber 
boots probably two sizes too large. 
walked through the room and the 
flap of these boots aroused Ernest. 
who jumped out of bed inquiring, 
“Who wants me? Who wants 











FLAMEMASIER 


(Reg. U. S. Pat. Off.) 


ASBESTOS WICK 


Fits All Oil Stoves & Ranges 


Sell MORE Wicks 
BY SELLING 


a BETTER @ Wick 


OLKS who use oil burners will 

jump at the chance to buy a 
“better wick”—one that makes oil 
cooking and oil heating a joy in- 
stead of a “headache.” 

With ‘‘Flamemaster’’ on your 
shelves you can meet this long felt 
want—and at the same time lay 
the foundation for a bigger and 
more profitable wick business! 
@“‘Flamemaster” is designed by 
an oil burner expert and made by 
asbestos specialists. It’s woven 
with patented vents, permitting 
free flow of oil from one section 
to another. All asbestos—carbon 
reduced to a minimum. Lights in- 
stantly. Gives a full, hot flame at 
a saving of fuel. And costs no 
more than ordinary wicks! 

No wonder “Flamemaster’” makes 
friends and boosts wick sales 
wherever introduced! 


Send us your jobber's name if he 


can't supply you. Write us for in- 
teresting special proposition. 


TRIPLEWEAR BRAKE LININGS CORP. 
Makers of Triplewear Engineered Brake Sets 
Paterson, N. J. 

Open territory for live Sales Agents! 

















WRIGHT’S 
Rapid Boring 
Auger Bits 








Electricians’ 


Auger Bit No. 70 


Bores I Inch With 
Only Nine Turns— 


For rapid, time-saving boring 
WRIGHT’S Electricians’ Bits are 
unsurpassed. Made for Electricians 
and other tool users. They bore 
CLEAN. Electricians’ Bit No. 70— 
regular length 10 in. over all; Elec- 
tricians’ Car Bit No. 70—12 in. twist 
—18 in. over all, and Electricians’ 


| Dowel Bit No. 70—6 in. over all. 


Made of Special Alloy Steel. State 
which type. Sizes: 10, 11, 12/16ths. 


Send for Complete Catalog 


PON VAL.CO- 


The Connecticut Valley Mfg. Co. 
Centerbrook, Conn., U.S.A. 


Incorporated 1874 
RL RETIN 20 AL AT NITE A ORT 
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BLAKE & LAMB 


the steel trap which gives the 
hardware jobber and retailer the 
fighting edge—in quality, policy 
and price! 


Send for Catalog and Prices 








THE HAWKINS COMPANY 


AMERICA’S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 











“Oh shucks— = 
| want E berite finish on 
my saddlery hardware, 
too!” 


No wonder, because this remarkable 
new finish excels anything heretofore 
offered in its resistance to rust, wear and 
weather. Fused to the base metal, it 
will not crack or chip. 


Eberite is an exceptionally bright and 
hard finish that surpasses in serviceabil- 
ity and attractiveness galvanizing, cad- 
mium plating and chromium plating. 





Write for descriptive circular 


Manufacturing Co. 
Cleveland, Ohio 





EBERHARD 
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me?” One night someone placed 
a dummy swimming suit model in 
Mr. Gibson’s bed, and he crawled 
in beside it before noticing what 
had been done. 

As stated above, many friend- 
ships were formed during those 
three weeks, that I treasure most 
highly. There was loyalty dis- 
played by the men and women of 
this company that is rarely ever 
seen. 


Correction 


ie our August 26, 1937, issue on | 


page 38 we published the ac- 
companying cut as an example of 
the failure of manufacturers to sup- 
ply display containers which are 
sturdy enough to stand handling and 
reshipment of their contents. 
The Savogran Company of Boston 





has called our attention to the fact 
that the containers shown in the 
upper half of the illustration are not 
intended to be used as_ shipping 
containers but are merely displays 
supplied for the same purpose as 
are display cards. For the con- 
venience of the trade, these display 
cartons are shipped set up and con- 
taining three l-pound cans of Savo- 
gran Products so that all the dealer 
has to do is set it on his counter. 
These display cartons are shipped in 
corrugated shipping cartons con- 
taining 24 1l-pound cans, three of 
which are in the display carton. In 
other words, the display carton is 
practically never used as a reship- 
ping container and is not intended 
as such. Therefore, the packages 
shown in the lower half of the illus- 
tration are standard 5-pound cans 











and have nothing to do with the | 


subject matter of the article. 

The Savogran Company is obvi- 
ously aware of the need for ade- 
hardware field and is _ providing 
them to the trade. 
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Put A New DIET 


STREAMLINE 
LANTERN 


Into Every Lantern 
User’s Hand... . 


Tee's a worthwhile and profit- 
able mark to shoot at between 
now and January First. 

No better or more salable lan- 
terns have ever been produced 
than Dietz Lanterns—and Dietz 
Streamline Models have now 
bettered the best. 

You will find Dietz Streamline 
Lanterns highly pleasing to cus- 
tomers and easier to sell than 
ever before. They are unique— 
different—and have new fea- 
tures and extraordinary good 
looks that will tempt any one 
to buy. 


| Se ee = Ae ed 


quate packages and displays in the | 


NEW YORK 


MAKERS OF LANTERNS FOR THE WORLD 
Founded 1840 
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EAGLE MANUFACTURING CO. 
Wellsburg, West Virginia 





Washer Sales 
Increased 


(Continued from page 51) 


manner in order that the customer | 
be left absolutely satisfied. 

This hardware firm, instead of 
being scared by the heavy news- 
paper advertising of chain store | 
competitors, has gone right ahead | 
with a big newspaper advertising | 
campaign of its own and has | 
backed up this campaign with | 
good exterior and interior displays 
and with intensive store selling. 
The result has been an excellent | 
increase in washer and appliance 
| sales. In 1936 the amount of this 
increase was 30 per cent over the 
record for 1935. 

Recently the firm put on its 31st 
Anniversary sale, in which washers 
and appliances played a big part. 
A $49.50 washer outfit was adver- 
tised specially for this event and | 
pulled very well. A full-page ad- | 
vertisement taken for the anniver- | 
sary announcement drew many | 
patrons and resulted in numerous 
sales, according to Mr. Hirsig. 

Whenever there is some new 
idea in appliance merchandising 
or some technical information | 
about a product that needs to be 
told his entire sales force, Mr. 
Hirsig has one of his men study 
the proposition very thoroughly 
and then explain it in a 20-minute 
or half-hour talk to the sales force. 





| 
| 
| 


Pettee’s Does 
the Unusual 


(Continued from page 57) 


paper advertisement. Logically, 
the firm asked, “Why Not Dress 
Goods in a Hardware Store? You 
find lawn mowers and rubber hose 
| in a dress goods store; hammers, 
screw drivers and pliers in a 
drug store; shotgun shells in a 
barber shop, and garden tools, 
glassware, tubs, and buckets in a 
grocery store.” 

Then followed the various bar- 
| gains in summer dress materials at 
attractive prices. Slacks, shorts 
and swim suits, as well as bags, 


jewelry, and men’s hosiery and | 
were advertised as | 
were odds and ends of glassware, | 


furnishings 








Cop: Hey, what's the big idea of the song 
and dance# 


Gulfoil: I'm happy—that's the idea. And I'm 
happy because I'm the best household oil 
in these United States. 





“Aff 





Cop: Oh yeah? Just why are you the best? 

Gulfoil: That, my fine friend, is a cinch to 
answer. It's the A-L-C-H-L-O-R process that 
makes* me the smoothest, non-gumming, 
longest-wearing oil of my type. 





Cop: Humpf! Just how many people use you? 


Gulfoil: Two million! And listen—I've just 
started to go to town. Why I'm adver- 
tised in Collier's every month . . . thousands 


more are finding out about me all the time. 





Cop: Some stuff, I'll say! But how about your 
price? 

Gulfoil: Can't beat it! 10c for the 2-oz. can... 
15c for the 4-oz. can. And dealers can buy 
a dozen-can carton at a time. 





Hardware Man: (interrupting) Boy, oh BOY! 
I've been looking for something like this. 
Where can | get more dope about you? 

Gulfoil: Just drop a line to Gulf Petroleum 
Specialties, Pittsburgh, Pa. 

Cop: Say, when | pass the hardware store on 
my beat... me for a can of Gulfoill 


GULFOIL 


THE BETFER HOUSEHOLD LUBRICANT 
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EXTRA PROFITS 
With MICKEY MOUSE 


Cash in with HOBBY-TOT, the 
new riding toy featuring the fa- 
mous Walt Disney characters, 
Mickey Mouse, Donald Duck, 
Pluto the Pup. Write quick for 
illustrated literature and full in- 
formation! 


PONTIAC SPRING & BUMPER CO. 
8 LAKE ST., PONTIAC, MICH. 











MAILING LIST 


WHOLESALE 
HARDWARE 
HOUSES 


Every One Selling Through 
Hardware Channels Needs 
a Copy. 





Indispensable for 


1 Calling on Hardware Jobbers 
2 Your Credit Department 
3 Direct Mail Work 











= 
It Lists: PRICE 
SHELF HARDWARE JOBBERS 
HEAVY HARDWARE JOBBERS e 
MILL SUPPLIES DISTRIBUTORS 
PLUMBERS’ & TINNERS’ SUPPLIES JOBBERS A COPY 
MANUFACTURERS’ AGENTS Resstiianse 
HARDWARE CHAIN STORES “acer 
HARDWARE ASSOCIATION LISTS 





HARDWARE AGE VERIFIED LIST 
239 W. 39th Street New York, N. Y. 
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for Bargain Hunters 


VERY store has bargain hunt- 
ers. Turn their bargain hunt- 
ing instinct into profits. Sell them 
Turnerday “Slo Seasoned” Hick- 
ory Handles to put used tools in 
first class shape. Result—a good 
serviceable tool at a real bargain. 


Turnerday Hickory Handles are 
the world’s finest. They are hand 
shaped and polished from “Slo 
Seasoned” Hickory. Hickory, cured 
nature’s way, so that the strength 
and toughness of the hickory wood 
is all retained. 


There are extra profits every 
month for the man who pushes 
handles. Write us for free Catalog. 


TURNER, DAY & WOOLWORTH 
HANDLE COMPANY, Inc. 
LOUISVILLE, KY. 

World's Largest Makers of Hickory Handles 





YOU KNOW THE 
YOU KNOW THE GRADE OF HICKORY 
MANUFACTURER 


TURNERDAY 


HICHORY HANDLES 


HICKORY HANDLES BACKED BY 80 YEARS OF WORLD LEADERSHIP 
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Are You Cashing 
In On 


FIENDOIL’S 


BIG 
ADVERTISING? 














IENDOIL'S brilliant 4- 
F... insert in Outdoor 
Life (September 15) created a 
big consumer demand for this 
popular gun oil. Fiendoil will 
continue its sensational nation- 
wide promotion. Are you cash- 
ing in on Fiendoil advertising 
—are you pushing Fiendoil? 
Customers are coming in for 


it; let them know you have it. 


FIENDOIL 


Get the FREE 5-color counter 
stand—and tie up to the na- 
tional advertising that's build- 


ing dealer sales on Fiendoill 


Retail Price 


Dealer Price ...$3.20 doz. 


The McCambridge & 
McCambridge Co. 


12 L Street, S. E. Washington, D. C. 





| tent. 
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picnic and canning accessories and | 


ice cream freezers. 

However, dress goods will not 
be a permanent department with 
Pettee’s. But similar unusual 
activities will be undertaken from 
time to time for the firm realizes 
that they are necessary in order 
to keep its name before the pub- 
lic. 


No Saturation for 
Refrigerator Sales 


(Continued from page 56) 


The radio industry saturation is 
said to be 78.6 per cent with 
almost 25,000,000 in use, and be- 
hold, in 1936. 7,413,000 sets were 


sold for home use, in addition to | 


almost 1,500,000 for automobiles! 
Records like these convince us 
of a tremendous expanding mar- 
ket ahead. 
Considering the  resourceful- 
ness of manufacturers in improv- 


ing designs and efficiency, stable 
prices consistent with mass income | 


| brands get the call. Then push 


purchasing power, the upward 
trend of new wired homes, we 
should turn to the job of selling 
and serving electric refrigerators 


to the American public, and for- | 
_on the combined experience of 


get about “saturation” —there just 
isn’t any! 


Model Displays 
Build Sales 


(Continued from page 59) 


quality deserving the store’s and 
manufacturer’s endorsement. 


_ The customer is never misled | 
| or confused. Prices on all fixtures | 


from the highest to the lowest are 


| itemized. There can be no dis- 


illusionment after the sale. 

The fixtures in these four model 
display rooms have a value of ap- 
proximately $350. Displays are 


not disturbed to fill orders unless | 
| the customer specifically requests | 
The stockroom | 


that this be done. 
supply is always sufficient to take 
care of the demand. 

Allen’s inexpensive model dis- 
play compartments have already 
demonstrated their value by in- 
creasing sales to a gratifying ex- 
Customers like the seclusion 
of the model rooms where fixtures 
may be displayed in relation to 
their normal environment. Segre- 











PUT 


SCREW PLATES 
“ON THE SPOT” 


No. 5 “Little Giant’ Screw Plate cuts 4” 
to %” threads. 


THIS WAY 


Check your screw plate rec- 
ords. See which sizes and which 


those that are popular. 


Or easier: take our word, based 


several thousand hardware mer- 
chants, that “Little Giant” is the 
best selling brand and that Nos. 
1, 5, 7 are the best sellers. 


“Little Giant” Screw Plates are 
the world’s standard high quality 
screw plates and the biggest 
sellers in any price range. Even 
more important—they afford the 
merchant the largest net profit 


per sale. 


GREENFIELD TAP & DIE CORP. 
Greenfield, Massachusetts 
Detroit Plant: 2102 West Fort Street 
Warehouses in New York and Chicago 


In Canada: Greenfield Tap & Die Corp. of 
Canada, Ltd., Galt, Ont. 


GREENFIELD 
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Easy for You to Sell 


- @ More and more are women learning that 
seller to Carpenters, Builders and Contrac- Carlton Ware is the answer to their call for 


tors who prefer it to all other pencils for easier cleaned, safer, longer lasting and fuel sav- 
clear, rapid marking. | ing kitchen utensils. You can sell Carlton Ware 
Made in three grades, No. 659 Hard, No. for it is better made, better looking, finely fin- 
660 Soft and No. 664 Medium. Finished in ished both inside and outside. Ask us for name 
Bright Red to catch the eye. Stock and dis- of jobber handling Carlton Ware in your terri- 


play these much demanded pencils where ae 2 
customers will see them and be reminded The Carrollton Metal Products Co. 


of their need. Carrollton, Ohio 


BLAISDELL BUILDERS No. 659 is a popular 


WICTING AIOSTEVY 699 GN CUVH 
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Samples furnished on request 


TH | Order from Your Jobber rom R Eien oua@ak «iu 
: AND NICKEL 

“* a 

WIV GISOM Bsr STAINLESS STEEL WARE 


















Every craftsman needs a com- 
plete series of all-purpose Forst- 
ner Labor Saving Auger Bits 
packed in a readily accessible 
case. You'll find it takes but very 
little added effort to sell these 
handy tools by the set. Try it! 











































Forstner Bits, unlike others, 
are guided by a circular rim in- CLEAN 
stead of a center. Consequently SLOTS THREADS _ POINTS 
they bore any arc of a circle. - - 











pl! orbin makes a full 
= p line of Wood and Lag 
aa : i Screws — Machine 
i <ote. «Screws and Nuts—Cap 
aed 2: » and Set Screws-—Stove _ 

\— Semi-finished 4 
uts— Chain and ~ 


The entire cut- 
ting surface is at 
work all the time, 
leaving a clean, 
smooth hole re- 
gardless of knots 
or grain direct-on. 














Forstner Bits 
come packed in 
sets of 9, 11 or 17. 
Write for copies of 
Let catalogs TODAY! 
PROMCO 

Cy 
Jhe PROGRESSIVE MFG. GO. 








THE CORBIN SCREW CORPORATION 
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SOLID CENTER 
AUGER 


BITS 





ALWAYS 


G00D TOOLS 
« 


ALWAYS 
G00D SELLERS 







Due to its all-around usefulness there is a 
constant demand for the solid-center type 
of auger bit. This means that it is a most 
desirable bit to stock. And when you stock 
the Greenlee you have the added advan- 
tages of a tool combining the best in ma- 
terials, form and finish. 


Note the design which embodies a strong 
center stem, a smooth twist, and accurately 
pitched screw and cutting edges, which 
form a perfect cutting unit. The spurs are 
just the proper height and thickness, the 
cutters are keenly edged, and the screw 
point is well cut. Ample polishing adds 
the attractive touch and makes for easy 
boring in all sizes. 


When you stock Greenlee 
Auger Bits you may feel sure that you are 
in a position to offer the trade tools of 
unexcelled quality. Beyond this, when 
there is a call for other types of auger bits 
you can still offer Greenlee Bits of like 
quality, because Greenlee makes a com- 
plete line for every purpose. 


Solid-Center 


GREENLEE TOOL CO. 


1715 Columbia Ave Rockford, Illinois 
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| quality fixtures. 


gation of merchandise in relation 
to prices enables the customer to 
see the advantages of profitable, 


played fixtures are the final link 
essential in rounding out this 
store’s line of water systems, 
plumbing supplies, major kitchen 
appliances and kindred lines. 

Mr. Allen’s policy regarding 
installation is extremely simple. 
If the customer is a farmer who 
wishes to do the work himself, or 
a handy-man who likes to install 
his own plumbing fixtures, he 
buys the fixtures and trim complete 


| and ready for installation at the 


floor price. 
fixtures to the job and that com- 
pletes the transaction. 


If, on the other hand, the cus- | 


tomer does not desire to install his 
own fixtures (and most town pa- 
trons do not) Mr. Allen recom- 
mends four or five plumbers, who 


are store patrons and are looking | 


'to the store for occasional jobs, 
| to do the work. He knows that 
| these plumbers will be fair to the 





customer and helpful to the store 
in the matter of future sales. 


Installation, however, is entirely | 


independent of the store in respect 
to prices. What the plumber 
charges only indirectly concerns 
the store. Mr. Allen’s final prices 
are for the fixtures complete with 
trim and ready for installation. 
If the customer wishes to do the 
job himself and lives in the coun- 
try the fixtures are delivered to 
the job without charge. 
customer hires a plumber who de- 
livers the fixtures to the job there 


is no reduction in price on account | 


of that fact. 


Competition for the 
Hardware Dollar 


(Continued from page 80) 


chasing in this country is done by 
women. This means that the wo- 
men of the country spend $1,200 
per year out of the average in- 
come, leaving only $300 for the 
head of the family to spend. Then 
25 per cent of the average income 
goes for rent, so that out of her 
income of $100 per month our 


Finally, well dis- | 


Mr. Allen delivers the | 


If the | 


INSTANT ACCURACY 


ON FAIRBANKS SCALES 
WITH PRECISION INDICATOR 


scales with precision i 





° vO @ ing 
Beam Balance 
weight is over 


increased. 


ASME 202— 


losses ... 


a, (_ 
et nT | > 
wrcCocaies 












Time saved soon pays for 
Fairbanks platform 


n- 
at 


you know in- 
stantly whether 


or 


under. Accuracy 


o- 


every fraction 
caught. Bulletin 


11 


tells how to stop 
save 


time. Write 
Fairbanks, 
Morse & Co., 906 
S. Wabash Ave., 
Chicago, Ill. 


7217-SA202. 


FAIRBANKS-MORSE 
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AT YOUR SERVICE f 


T: HE “Who Makes It” 
Editor will be glad to 
help you in your search 
for the name of the manu- 
facturer of that product 
you are interested in. 


| 
| If you do not find it or 
its trade name listed in 
the current Directory 
| Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
| pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc- 
tory does not give you 
the information you seek, 
write the “Who Makes 
It” Editor. He’s at your 
service! 





HARDWARE AGE 
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Fur prices are UP. More men and boys 
will be trapping this year — will have 
money to spend for traps, guns, am- 
munition. If you want 
to be headquarters 
for trappers in your 


neighborhood .. . ly 








We are the largest manufacturer of game traps 
in the world—Oneida Traps are the most widely 
advertised in magazines, farm papers, newspapers. 





ANIMAL TRAP COMPANY OF AMERICA - LITITZ, PA. 





COPPER & BRASS 


Belt & Trunk 
Rivets & Burs 
Round, Flat, Counter- 
sunk Head Rivets 
Washers 


BLAKE & JOHNSON CO. Est. 1849 | 


mom sous somy waoume mooocrs «= WATERVILLE 
2 | 
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HEADQUARTERS for GLASS 


There’s more profit and a greater turn- 
over in CLEARLITE glass than many other 
items of merchandise handled by hard- 
ware dealers. Why not make your store 
headquarters for CLEARLITE Glass, in 
your city? Repeat orders for CLEARLITE 
will do for you what it is doing for many 
other dealers. 92% of CLEARLITE Sales 
are repeat orders .. . which means con- 
sumer satisfaction. There’s a CLEAR- 
LITE Distributor ready to serve you. 


Glass for 


WINDOWS, 

FRENCH DOORS, 
FURNITURE TOPS, 
MIRRORS, SHELV- 
ING, COUNTER 
DIVIDERS, AUTO- 
MOBILE REPLACE- 
MENTS, GLASS 
PARTITIONS, 
fawasiry PICTURES, ETC. 


EASY ON THE EYES 
FOURCO GLASS COMPANY 


General Offices: CLARKSBURG, W. Va. 
Branch Sales Offices: NEW YORK « CHICAGO « FT. SMITH, Ark. 











MULTIPLE 
CONTINUOUS 
TWIST 


by the Wright 
power looms 
gives regular 
hexagonal mesh, 
securely and per- 
manently locked 
in place. 


G. F. WRIGHT STEEL 
& WIRE CO. 


Worcester, Mass. 


POULTRY NETTING — WIRE 

CLOTH—CHAIN LINK FENCE 

AND GATES—WIRE 

CLOTHES LINES — WIRE 
LATH 


SUPERIOR 
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housewife spends about $30 for 
rent, leaving $70. It has been 
demonstrated that the minimum 
cost of food for the average fam- 
ily in cities and suburban towns 
is about $10 per week. That 


means about $40 per month for | 


food, leaving $30 per month for 
the housewife to spend on cloth- 
ing, entertaining, doctor’s bills, 
etc. It is presumed that out of 
his $300 per annum the head of 
the house pays for his life insur- 
ance and the upkeep of his car, 
clothing, tobacco, etc. 

From the above figures one can 
easily see why the women buy in 
such small quantities, in fact, buy 
only from day to day, thus lead- 
ing to an increased cost in dis- 
tribution and a loss of the bene- 
fits that follow quantity buying. 
These facts in regard to income 
and spending, explain the tre- 
mendous growth of the chain 
store, 5 and 10-cent stores and 
other concerns that sell low 
priced goods to be bought in 
small quantities. Many merchants 
who have not studied these buy- 
ing conditions in the United 
States wonder why sales resistance 
increases with the higher price of 
the article offered. Therefore, it 
is only natural on large items 
such as automobiles, washing ma- 
chines, refrigerators, etc., that be- 
cause of the above facts we find 
installment selling, with payments 
strung out over a period of as 
much as two years. Then if there 
is sickness in the family, or if the 
head of the house ‘loses his job, 
there is certainly trouble for the 
collection department. 

In answering questions that 
have been asked us about our 
judgment as to the effect of the 
Tydings-Miller Bill on the retail 
hardware trade, my answer, as | 
have said in the beginning of this 
article, is that it will have very 
little effect. Let me repeat, wo- 
men spend 80 per cent of the 
family income, and their interest 
is centered not so much on the 
price of hardware, but on the 
price of food, clothing, rent, etc.— 

In writing the above what I 
have in mind is the ordinary run 
of day-to-day retail hardware 
sales. I mean the hundred and 














SHERMAN 


WROUGHT BRASS 
HOSE CLAMPS 








(Patented) 
They They 
Grip can 
and never 
Hold rust 























Standard for 40 years. Known 
for unfailing grip and holding 
power. Once applied they never 
“Let go” until released. Made of 
Heavy Wrought Brass———ever- 
lastingly durable and rust-proof 
clear through. All standard sizes. 
Write for Literature and Samples. . 


Sold through Jobbers. 


H. B. SHERMAN MFG. ¢€O. 
Battle Creek Michigan 








Built-in kitchen 









AUTOMATIC .. + 
EASY TO 'NSTALL... 
ADJUSTABLE to wall 
thickness . . . n0 
wood nor metal frame 
mecessary .. .- n0 
screws in plaster, 
wood or brick needed 
to install. 


The 10-inch quiet type 
fan removes cooking 
odors, steam, smoke 
and excessive heat -- 
| meee and 1 vent fan in demand. 

vailable for A. C. or D. C. current; A. C. type 
is non-radio interfering. Automatic switch and 
shutters are controlled by opening and g 
of the door. Opening the door starts the motor 
and opens the shutters. Closing the door stops 
the motor and closes the shutters. Attractive 
finish—inside and outside frames are Fo 
cast aluminum, adjustable for wall thickness 





7” to 13’—special for walls 12” to 24” at small 
additional cost. We'll gladly send you com- 
plete information upon request. 


SIGNAL ELECTRIC MFG. CO. 


nd . gq * 
Offices in all princtpal cities 
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NEW ! 
No. 301 “V-Twin” 


Smooth operation—balanced load— 
and 30% to 100% 
increased spraying 
efficiency! True 
professional type, 
with double air 
pumping capacity. 
Diaphragm sealed 
piston, splash oil 
system, double 
bearing hardened 
steel crank shaft, 
V-belt drive, steel 
base, pressure 
gauge, external mix 
spray gun with 
extra nozz:e and hose. Complete less 


motor only $36.50. Other electric power DEALERS: 
sprayers $5.00, $15.00, $18.50. Auto power 


sprayers $2.60 and up. Send for price list, 
discounts and de- 
tails on electric 


W. R. BROWN CORPORATION and auto-power 


5724 Armitage Avenue, Chicago, Ill. paint sprayers. 
















UNIFORMITY 





a basic quality in 


TRIPLEX Stove Bolts 


Formed by the million in batteries of high speed auto- 
matic machines under the strict control of skilled oper- 
ators, TRIPLEX Stove Bolts, round, flat or oven head, 
meet exacting specifications, threads accurate to pitch 
diameter, heads deep-slotted. You'll find TRIPLEX a 
better source of supply. 


Write for samples, catalog, prices. 


THE TRIPLEX SCREW CO. 


5301 GRANT AVE. CLEVELAND 


IPLEX 


COMPLETE LINE OF CAPVAND SET SCREWS, BOLTS AND NUTS 
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VISIBLE|‘QUALITY 


YOU OWE !IT TO YOUR CUSTOMERS TO GIVE 
THEM HOLLAND STERILIZED TACKS IN MODERN 
ATTRACTIVE CELLOPHANE WINDOW BOXES. 





THE HOLLAND MFG. COMPANY 


BALTIMORE. MD.. U.S.A 













PUBLIC 
CONVENIENCE 
No. 1 
















WATER SYSTEMS 


Every rural home that is not already 
equipped with a water system repre- 
sents a potential purchaser of a 


Roper System. Why Roper? For 
just two reasons .. . outstanding 
value at reasonable cost plus the 
best service ever built into a water 
system, 


Look at the clean-cut modern sys- 


tem illustrated here .. . it’s the 
Roper double-acting, single cylinder 
piston system with direct drive, 
sani-tank of poreelain enamel, uni- 


valve plate, built-in motor and pres- 
sure switch. Many exclusive fea- 
tures that stimulate quick turnovers 
and good profits. 





Write for literature on Roper Shal- 
low and Deep Well Systems. 





GEO. D. ROPER CORP., ROCKFORD, ILL. 
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JORILLA GRIP 


| TIMES AS FAST | 


That’s the Bernard way to sell pliers 
-the profitable way. Bernard No. 
102 Pliers are selling in a big way. 
And Bernard Pliers now have an ad- 
ditional guarantee. For years they’ve 
been guaranteed as to quality NOW 
they are guaranteed as to turnover. 


The 


(BERNARD ) 


4 PLIER 
SELLING UNIT 


has moved Bernard Pliers off the 
shelf on to the counter, in the 
windows, on display tables, and they 
are selling 4 times as fast. 

Dealers everywhere are “trading up” 
with No. 102 Bernard Pliers — 
“Mechanical Hands” — and their 
profits are rolling in. 

If you want to sell for profit, 4 times 
as fast, order at least Three 4 Plier 
Selling Units (only 1 dozen pliers) 
from your jobber today. Put one on 
the counter — one in the window — 
and one for reserve, that you'll need 
quicker than you think. Right now 
is the right time to place your order. 
* * * 

“Such listings as the Schollhorn 
Co. have given—is a great help” 
says a Hardware Dealer. He is 
referring to pages 19 to 26 in 
The Hardware Age, Directory 
Issue. Better take a look. 







co 





ms 


a 











MADE IN U.S.A. BY 


THE WM. SCHOLLHORN CO. 


NEW HAVEN, CONN 
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one items that are bought in very 
| small units, a little sandpaper. 
tacks, a tack hammer, wire pic- 


course, when it comes to large: 


ture cord, padlocks, etc. Of | 


| units that are sold in the modern | 


eic., the fixing of prices by manu- 
facturers on their own brands will 
be of great benefit. It will stab- 
ilize prices, protect the profit of 
the retail dealer, and what is 
more, finding prices the same in 
the various stores will give the 
buyer greater confidence in the 
retail merchant. 

It seems to me that the main 


| duty of the hardware retailers 


of this country under these new 
conditions is to see that these new 
laws are well policed. 
words, to complain emphatically 


| through the proper channels of 


those manufacturers who, having 
the ability to control the retail 
price on their own brands, neg- 
lect this opportunity. Under the 
present set-up, the manufacturer 
when it comes to his own brands. 


retail hardware store, such as re- | 
frigerators, radios, washing ma- | 
| chines, vacuum cleaners, stoves, 





In other 


cannot shrug his shoulders and | 


say, as he has said so 
times in the past:—“I am help- 
less. There is nothing I can do 
to remedy the situation.” The 
present fair trade laws backed up 
by the Tydings-Miller Bill put 
any manufacturer in a_ position 
where he can definitely control the 


many 


retail prices of his own brands. 


Of course, in some cases where 
there has been sharp cutting in 


this may lead to an advance in | 


prices, but generally speaking in 
the hardware trade the consensus 
of opinion that I have gathered 
is that 
markup of prices on account of 


there will be no great 


the new law. Every intelligent 
manufacturer, as I have said be- 
fore, is aware of the fact that his 


goods must be reasonably priced. 


If he attempts to jack up prices 
so that they are unreasonable, it | 


will certainly result in sales re- 
sistance. 


trade laws of the various states, | 
regardless of the Tydings-Miller | 


| Bill there will still be plenty of 
| competition left to regulate prices 
| in this country. 


Regardless of the fair | § 









SURE-GRIP 
HOSE CLAMPS 


Holds Any 
Pressure 
the Hose 
Can 
Stand 


You can meet every demand for hose clamps 
from the more than 100 sizes in the line 
of Sure-Grips—sizes to fit every steam, air, 
water or automobile hose. Sure-Grips tighten 
to a true circle. They have no raw edges 
to rust or corrode. Fitted with fine quality 
nuts and bolts—each galvanized separately. 
This is a dependable, profit-making item. 
Ask your jobber or write us for prices. 


J. R. CLANCY, Inc. 
Syracuse, N. Y. 


STOVE LINING 


. . Here is an improved stove 
in moist lining material. Fireline is 

? packed in moist, plastic form 
in air-tight tins and drums. 








l 7 It is sold ready for use with- 
p astic out mixing. It is a clean, 

easily installed material that 
form customers like. 


In cook stoves and ranges, 
Fireline is used to replace 
cracked castings or burned out stove tie. 
it gives better results than fire clay or dry 
stove lining mixtures. 

FKIRELINE can also be used to _ repair 
cracked firepots in connection with heating 


° te | stoves and warm-air furnaces. It is in- 
some nationally advertised brands. | 


stall‘d as a complete lining entirely around 
the firepot. Seals all cracks and holes— 
preserves new castings. 

FIRELINE STOVE & FURNACE LINING CO. 
1859-C Kingsbury St., CHICAGO, U.S.A. 


Write for 
bulletin 
and free 
sample 
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A new ana complete line of ready tv nail Horse. 

Mule and Broneo shoes. Strong, tough, long 

wearing. Like all Diamond Shoes they are 

pertectly balanced, and shaped to fit the average 

horse’s tvot without alte:ation. Nail holes are 

clean. correctly tapered and spaced. Easily nailed 
Write for information. 
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PRINTING 
OUTFIT 






REAL PERFORMANCE—LOW COST 


Here’s just the outfit hardware dealers 
need to win volume business in spray 
painting equipment! 
For the first time — 
Jiffy brings real paint- 
ing performance to the 
low-priced field. Even 
a@ novice can secure 
quality workmanship! 
Jiffy is equipped with 
Crown’s new No. 18 
Pressure-Type Gun. Diaphragm Compressor (no 
pistons, cylinders or rings). Pressure-Feed Oil Sys- 
tem. Air Cleaner, Air Pressure adjustment, weight 
42 lbs. with motor. Guaranteed by Crown manufac- 
turers of famous Airflo outfits and full line of spray 
painting equipment since 1913. 










Write today for complete details, and a copy of | 


Crown’s Merchandising Plan ... It will mean extra 


profits for you! 


CROWN SPRAY GUN MFG. CO. 


1218 Venice Blvd., Los Angeles, Calif. e Warehouses in Principal Cities 
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NO ROOFING IS BETTER 
THAN ITS 


SURFACE 


Roofing can give service only so long as its topmost 
layer resists time and the elements. That’s why so many 
leading roofing manufacturers permanently protect 
the surface of their make of roofing with an outer 
coating of STA-SO. 

STA-SO is the surfacing of crushed, everlasting Vermont slate 
—non-porous, non-fading, wear defying. Its hard slate par- 
ticles, flat and overlapping like fish-scales, will not drop out or 
wash off. STA-SO completely seals any roofing surface and is 
proof against age, weather, fire and sun. 

STA-SO, on roofing, shows no brand or label. To make sure 
that any make of roofing you handle is surfaced with STA-SO, 
write us for the facts. 


CENTRAL COMMERCIAL CO., CHICAGO 


SAFELY RECOMMEND 
ING SURFACED WITH 


° STA-SO"s@ ° 


YOU CAN ALWA 
ANY ROO 














Advertised Nationally 
to 17,406,000 Homes 


IN THESE (¢ Good Housekeeping 
LEADING WOMAN’S HOME 

’ COMPANION 
WOMEN’S | capres: nome 
MAGAZINES } JOURNAL 


True Story 
American Weekly 
HOUSEHOLD 
ae 


RACTICALLY every bet- 
ter-class home isreached 
regularly and forcefully. 
Millions of present users 
are reminded to replace 
wornout sponges. Mil- 
lions more are being told 
how much better, faster 
and safer pan-cleaning 
becomes an these ef- 
fective scouring devices 
are used. 














Keep your stock displayed... 
and keep it complete with the 
Sull Gottschalk line... Metal Yo 
Sponge, Bronze Ball, Kitchen 
Jewel and Hand-L-Mop. 


Gottschalk’s 


METAL SPONGE 


METAL SPONGE SALES CORP., Philadelphia, Pa. , 
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Horse & Mule 
Shoes 


Hand puddied 
bar iron and 
ir.n rivets 


THE BURDEN IRON COMPANY 


Established 1809 
TROY, N.Y. 














NAIL CLAWS 





THE PRACTICAL Tool for tak- 
ing nails from Bins. Speed up 
store service and save your hands with a 
claw in every bin. 
Ask Your JOBBER or Write US 
CHARLES HESS CO. INC. 


4916 Metropolitan Ave. Brooklyn, N. Y. 








foto) $7; 


CI VA/L 


CLIPPERS 





The “Gem Junior” 


file and cleaner. 


At jobbers’. 
log price sheet. 


e H. C. Cook Co. 


Ansonia, Conn. 





An eye-pleasing streamline 
clipper with keen, hardened 
cutting jaws and. efficient 
Colorful 
counter card displays one, 
stures eleven. Retail, 25¢. 
Send for cata- 





KEY BLANKS 


OF EVERY DESCRIPTION 


3 


Catalogue on Request 


GRAHAM MFG. CO. 


Dept. W. 
Derby. Conn., U. S. A. 








ROCHESTER ADJUSTABLE 
SASH BALANCES 


*| A product of Guar- 


anteed quality. Real 
profit in handling 
them. 


t) 
° 


‘ Write for prices. 


Rechester Sash Balance Co., Ine. 
Rochester, N. Y. 

















DASCO 


NIPPERS— 
OUTSTANDING 
QUALITY 










ASK 
YOUR 
JOBBER— 


DAMASCUS STEEL 
PROD. CORP. 
ROCKFORD, ILL. 
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Paint Displays at 
Buyer's Finger-tips 
(Continued from page 108) 


nity as a department that serves 
the customer. The size of the 
stock should be determined by the 
potential market, but the line 
should include finishes for all in- 
terior and exterior surfaces in the 
community served by the store. 
Display equipment must be 
carefully designed for both prac- 
ticability and eye-appeal, with fix- 
tures low enough to put every 
item within easy arm’s reach. 


Stock of each class of finish should | 





be grouped together with special | 


provision being made to show 
each particular type in the most 
effective manner possible. 

The modern paint department 
should be full of color, light, life, 
and consumer appeal. The proper 
background and environment is 
provided when the department’s 
walls and ceiling are finished in 
light colors, such as light cream 
or cream-gray or ivory. Fixtures 
are enameled in somewhat darker 
but cheerful colors, with a prop- 
erly contrasting color on the trims, 
baseboards, etc., to liven the effect. 

Suitable examples of surfaces 
can be displayed on panels fin- 


ished with different products to | 





demonstrate the desirability of the | 


items on sale. Such samples will 
always arrest attention and invite 


. . . | 
inspection, as will an orderly ar- | 


rangement of brushes and acces- 
sories. 

In planning the modern paint 
department, dealers can call on 
several leading paint manufac- 
turers, who have in their employ 
staffs of experts to lay out such 
departments and design fixtures 
for the modern merchandising of 
paints. Some manufacturers are 
also prepared to furnish blueprints 


of the fixtures upon request of 
| their dealers. 


Three examples of paint depart- 
ments which have been completely 
remodeled under the guidance of 


| the Sherwin - Williams Co. are 

shown in the accompanying illus- 
| trations. They are considered rep- 
| resentative of what may be accom- 
| plished by properly located and 





| expertly designed paint displays. 





HAVERHILL 





/ N5HI HINE™ 
grene h Pre 


cHAMOIS 


MADE IN U.5.A.’ 


ASK YOUR JOBBER 
HOYT & WORTHEN 


TANNING CORP. 


MASS. 








* e Cleveland, Ohio @ * 


STEEL MORTAR HODS 
No dripping onto 
the user's back. 


Made entirely of 
stee) with wooden 
shoulder saddle 
and handle. 
Edges are heav- 
ily reinforced. 
The fork is 
pressed from 
heavy gauge 





Write for prices. 
The Cleveland Wire Spring Co. 
E. 38th St. and Hamilton Ave. 
















4840 S$ Western Ave. 





CHANICS and MACHINISTS 
prefer ” 


pos a Ahn a 
¢ powerful, true, 
poe ner blows. Their tough 
ater 
pore rors smooth on = 
easily replacable. Every sale makes 
a repeat customer. The outstanding 
line of “soft” hammers, mallets, 
mauls, all sizes. Write for circular. 


Chicago Rawhide Mfg. Co. 
1285 Elston Avenue, Chicago, U. S.A. 





‘Lead Seal” NAILS 


| Get samples of this remarkable roofing nat) 
which makes any kind of roofing give better service 
Smart dealers everywhere sell it as a profit- -maker 
apd good will builder. Note the famous ‘‘Lead 
Beal’’—the lead under the head and down the 
thank actually plugs the nail hole with lead! . . 
ask your jobber or write us for samples and dem- 
onstrator blocks. 


The DENISTON Company 
CHICAGO, ILL 





PACKAGED TO FIT THE 





<p, CUSTOMER'S NEEDS 


The small handy size tins of 
GARDINER Repair-All Solder 
(Acid Core) make it popular for 
home use. Farme-s, garages, 
mechenies and other ee users 
of solders buy the |, 






pound spools. The uniform high quality of GARDINER 


Repair-All is part of every package. Your jobber ean 
Hon + Aa Also makers of bar and solid wire solders and 
a s 


Rd 
t & 


wa 80. Campbell Ave., Chicago, III. 
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to mention that 
you saw it in— 
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allele PEP UP PROFITS 
“TRIEQ> WITH 


es COLORTOPS 


®@ The color tells the size 

@ Shock and Vent-proof top 
@ Cadmium Plated metal parts 
@ Neat 5-unit cartons 










———agmm) Cone-coil safety 

_ ie ‘ springs are tucked 
ais X~ away inside the housing. 
al That’s why so many users 
a ies ee ee for the IMPROVED 
a Stillson when they see it. 

S ” 0 C KP R 0 0 , BUY APPEAL For new life in your wreneh department, ask 


Ask your Jobber Sales nan for Trico Colortops your Jobber about the IMPROVED Stillson. 


TRICO FUSE MFG. CO. THE RIDGE TOOL CO. 


E - A. 
MILWAUKEE Dept.H WISCONSIN am Som, So A 
































®@ Attractive 7-color Display Box 


EYE-APPEAL 
IS 






ris RELIABLE POWER 
on POWER LAWN MOWERS, lighting 


sets, battery chargers, scooters, com- 
pressors, pumps and other equipment. 
















EASY TO OPERATE 


WORM ORIVE Just turn the crank 
TRANSOM 


LIFT KEEPS BURGLARS OUT 


A % to % H.P., dustproof, air-cooled, 
“LAUSON SMOOTHFLO” engine of the 4 cycle 
type, with built-in magneto, weighing only 26 
pounds has proven popular in the power lawn 
mower field A ™% to 1 H.P. model weighing 29 
pounds is now available. This and other models arc 
proving their superiority in generator units, 
pumps, wash machines, compressors, scooters, etc. 
These sturdy dependable motors are built 
to give long and u-cinterrupted service 


You will be amazed at the smooth, 
positive action of the SAFEGUARD 
and the absence of any sticking or jam- 
ming. So easy to operate that even a child 
can adjust a heavy transom to any position. 
Prevents intruders from breaking through tran- 
som. WORM DRIVE automatically locks in any 














% to 5 H.P.; 1800 to 3000 RPM; Wy- 
ball governors—roller bearing crank- 4 





siti ‘ rang - = : is shafts. Factory service «tions 
aes _ eae car eee - — _— 7S Se conveniently lo-ated. Now 
. , Fi LAUSON Motors standard 
ned satistied on many of 
John S. Gullborg Mfg. Company 61 Siietienn 30. — a the leading 
‘ NEW HOLSTEIN jomers — 1 rasa ng 
4313 Ravenswood Avenue Chicago WISCONSIN specifications 


Mfrs. of Transom, Casement and Window Adjusters to 
meet all requirements. 


| HORSE NAILS © 


\ I Regular Head | City Head 

Extra Large Head |! Goodenough 
. Countersunk | Regular Ice 
\. Plater’s Special | Special Ice 


\ NORTHWESTERN 
Regular Head 











BIG or 
LITTLE— 


STAR Heel Plates come 
in ALL sizes, for ALL 
sizes of shoes—big or 
little. Known for 30 
years. 


Noted for their sustained Heel Plates 


quality, durability, complete satisfaction and rapid turnover. 




















































Packed \ gross pairs in gt 
cm assorted 3 pairs on cards. ee 
‘Cie presen on STAR” pease ' 
oN GB \ Send for Samples and Prices. 
—y— sTAR HEEL PLATE CO. 
Newark . New Jersey 
a 
ALWAYS NEEDED! [ e 5 LS) L E V J L by 
A List of & 
| WHOLESALE] °¢ era) = a) 
HARDWARE Se ee le 
HOUSES Giving “Factory Built-In Accuracy” 
Names and Addresses; Capitaliza- MASONS’ WOOD AND ALUMINUM 
tions; Lines Handled; Territories CARPENTERS’ WOOD AND ALUMINUM 
Seeenhe eae a am Saree TILE SETTERS’ WOOD AND ALUMINUM 
— ee SAND’S-STEVENS SURFACE AND LINE 
“ PERSONAL SALES CONTACTS . Catalog on Request : 
Price 010.00 a Copy CREDIT DEPARTMENT 
Chock with Order DIRECT MAIL WORK SAND’s LEVEL & Tool COMPANY « 
HARDWARE AGE VERIFIED LIST 8631 Gratiot Ave. DETROIT, MICH. @ 
230 W 39th 8ST. NEW YORK.N Y payin 
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Information regarding 
vided readers of Hardware Age by the “Who Makes 
it?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the ““Who Makes It?” 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 
ware Age Directory Number. 


sources of supply as pro- 


The “Who Makes It?” issue of Hardware Age enables you to quickly locate sources of 


supply and helps you answer many questions regarding brand names, products, etc. 


Hartford, Wis.: Who makes the 
Emerald electric motors? Leach & 
Christinson. 


ANSWER: Emerald Electric Co.. 
Adrian, Mich. 


Wenatchee, Wash.: Who makes 
the Patterson clip used to fasten 
corrugated sheets to framework? 


Wells & Wade, Inc. 


ANSWER: American Sheet Metal 
Works, P. O. Box 547, New Orleans. 
La. 


New Orleans, La.: Who makes the 
Lobee pumps? La Nasa Hardware 
Co., Ine. 


ANSWER: Lobee Pump & Machy. 
Co., Parish & Dearborn Sts., Buf- 
falo, N. Y. 


Johnson City, Tenn.: Who makes 
shot guns marked Oxford Arms Co.? 
London Hardware Co., Inc. 


ANSWER: This is a_ special 


brand of the Belknap Hardware & 
Mfg. Co., Louisville, Ky. 
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Sumter, S. C.: Who makes the 
Blue Flame Success oil stoves? 
Carolina Hardware Co. 


ANSWER: A. J. Lindeman & 
Hoverson Co.. Milwaukee, Wis. 


Penn’s Grove, N. J.: Who makes 
the Stacy chain tighteners? R. F. 


Willis & Bro., Inc. 


ANSWER: Eugene C. Stacy. Tif- 
fin, Ohio. 


Katonah, N. Y.: Who makes the 
Dainty Maid hand clothes washer? 
Kellogs & Lawrence, Inc. 


ANSWER: Castle Rubber Co., 
Fast Butler, Pa. 


Flushing, L. I.: Who makes the 
Zenco wire brush for dogs? Main 


Street Paint & Hardware Co. 


ANSWER: Zenith Novelty Co.. 
720 Broadway. New York, N. Y. 


Birmingham, Ala.: Please furnish 
the address of J. Sklar Mfg. Co.. 
who makes cattle instruments? 


ANSWER: 133 Floyd St.. Brook 
lyn, N. Y. 


Hilliards, Ohio: Who makes the 
Eversharp pencil? F. H. McMillen 
Hardware Co. 

ANSWER: Wahl Co., 1800 W. 


Roscoe St.. Chicago, Hl. 


Manitowoc, Wis.: Who makes the 
Sterro electric clothes washer? J. 
J. Stangel Hdwe. Co. 

ANSWER: Vidrio Products Co., 
3920 Calumet Ave.. Chicago, Hl. 


Quebec, Canada: Who makes the 
Re-Lax canoe seats? The Chinic 
Hardware Co. 

ANSWER: W. N. Plamondon, 
3715 Cortland St., Chicago, Ill. 


Waterbury, Conn.: Who makes the 
Hagstrom Cupboard catches? J. E. 
Smith & Co. 


ANSWER: Hagstrom Mfg. Co., 
Glen Cove, L. I. 


Clarendon, Ark.: Who makes the 
Arcola furnace? W. R. Merritt. 


ANSWER: American Radiator 
Co., 40 W. 40th St.. New York, N. Y. 
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Checking Floor Hinges 


CONFORM TO FEDERAL 






CONSTRUCTED 
WITH 
PRECISION 


equaled by 
none 


BOMMER SPRING HINGE CO., BROOKLYN, N. Y. 
Chicego Sales Office: No. 180 N. Wacker Drive 











KNOWN 
EVERYWHERE 


No. 800 — Low Priced, Pump Filler, 
Polished Brass Finish. 


No. 600A — Bottom Filler, T Handle 
Lock Down Pump, Polished Brass Finish. 


No. 158A—Chrome Plated Tank and 
Pump, Full Skirted Windshield. 


CLAYTON ’ LAMBERT Mrc. Co. 


DETROIT, MICHIGAN 


COBURN 


THE COMPLETE LINE 


® Sliding Door Hardware 

® Rolling Store Ladders 
Overhead Conveying Equipment 
Garage Door Hardware 

Folding Partition Hardware 
Fire Door Hardware 

Overhead Door Hardware 
Warehouse Door Hardware 


Since 1888 Coburn Products Have Been Dependable 


COBURN TROLLEY TRACK CO. 
50 CANAL STREET HOLYOKE, MASS. 























_ Meets Every a= 
Soldering Requirement | 


I] ARDWARE merchants every- % 
where are stocking Rubyfluid. AM 
Aitractively packaged, Rubyfluid \ \ 
on sight. Quickly and easily A\\ 
the 15e home size (acid or | 
core) package is in constant 
demand For larger users 1, 5 and 
20 Ib. spools, liquid flux and paste, 
are available. Write for price list, 
also information about our new 
Stainless Steel Flux. 






sells 
used 










rosin 


THE RUBY CHEMICAL CO. 
58 McDowell St., Columbus, O. 
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NEW DELUXE CATALOGUE 


OF OVER 500 PROFITABLE 
NUMBERS 
NEW ITEMS—NEW PRICES—AT- 
TRACTIVE SHIPPING ARRANGE- 
MENTS 


| THUMB TACKS UPHOLSTERY 
1912 1937 NAILS SCREEN NUMBERS 
PICTURE HOOKS — MARKING 

AND DISPLAY DEVICES. 


WRITE TODAY FOR YOUR 
FREE COPY /1037A 


17 WARREN ST. 
NEW YORK 


TWENTY-FIVE YEARS 
OF SERVICE 


HAMPDEN MFG. CO., INC. 











Meet the Fall 
Demand With Schaefer 
Radiator Furnace 
and Flue Brushes 


It’s service, not price, 
that determines the value 
ef a brush. And Schaefer 
brushes are long on ser- 
vice. They’re built that 
way. No one can be dis- 
appointed with his bar- 
gain when he buys Schaefer. Remember, with Schaefer, it’s service 
satisfaction or money back. Write for prices. 


SCHAEFER BRUSH MANUFACTURING CO. 
117 W. Walker St. Milwaukee, Wis. 


SCHIREPER BRusHEs 


BUY SCHAEFER-ITS SAFER 











STEEL 
REFLECTORS 


PORCELAIN 
ENAMELED 





Made in 
models for 


A complete 
fast selling 


line every purpose 





Porcelain Reflectors are used in every gasoline station, playground, 
farm, and factory. Don't let this profitable business get 
away from you. We make reflectors for every purpose; for in 
door, outdoor, and sign lighting. * Also a line of tin shades of 
every description. No electrical hardware department is complete 
without them. 

Send for Folder and Prices. 


KORAL MANUFACTURING COMPANY 


151 CHAMBERS STREET NEW YORK CITY 











PORCELAIN ENAMEL 


INSTITUTE, Inc. 
612 NORTH MICHIGAN 
AVENUE CHICAGO 









Please send me, abso- 
lutely free, a copy of 
your new, easy-read- 
ing, profusely _ illus- 
trated sales manual 
on Porcelain Enamel 














CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word. mini. 
mem 50 cents per insertion. 


All Other Classifications 


Set Solid, Maximum of 50 words... .$3.00 
Each additional word........... -06 
All Capitals. Maximum of 50 words. « 4.00 
Each additional word..........+. -06 


Allow Seven Words for Keved Address 
Boxed Display Rates 


B Omak ccccccccccsces errr . -85.00 
Each additional inch............ -. 400 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES 


Oscounts for Consecutive insertions 
4 imsertions, 10% off; 8 insertions 15%, off. 
Due to the special rate, these discounts do 
net apply on Pesitions Wanted Advertise- 
ments 


_~e=— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order. 
not currency. 


— — —s 
HARDWARE AGE is published every other 
Thursday. Classified forms close 13 days 








previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


Address your sueeeeeniainiain and replies te 
HARDWARE AGE 


Ciassified Opportunities Dept. 
239 West 39th St., New York City 








HELP WANTED 


SERVICE SALESMAN 
To travel with jobbers’ Salesmen representing well 
known tool manufacturer. 
To make free lance ‘ontacts with dealers in large 
cities. 
lo attend dealers’ conventions 
To understudy territorial salesmen to jobbers 
Previous retail hardware experience desirable but not 
necessary. Must be young, willing to work hard and 
travel all sections of the ‘ountry. Small salary plus 
expenses with real opportunity for future. 
In replying, give full particulars as to age, family 
status, education and experience 
eft Box C-714, care of HARD- 

VARE AGE, 239 West 30th St., 
New York City. 

















SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





SALESMEN NOW CALLING ON THE 
hardware and pnint dealers, to sell established 


manufacturer’s line of Paint Brushes. Commis- 
sion basis. Several territories now open. A real 
opportunity to earn some extra money each month. 





Address Box C-701, care of Harpware AcE, 239 
WwW. om &. N.. F.. City. 
NATIONALLY KNOWN AND ADVER- 


TISED FULL line paint agency proposition de- 
sires representative for Southern and Western 
States. Splendid immediate opportunity for one 
who can sell a proposition and work with J bbers’ 
Salesmen. Address Box C-695, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





WANTED: YOUNG MAN WHO KNOWS 
electric power tools, such as the Driver line, etc 
Also familiar with Sporting Goods and General 


Hardware. Write for interview. Address Box 
C-700, care of Harpware Ace, 239 Ww. 39th St... 
NN. ¥. Clam 





BUSINESS OPPORTUNITIES 





MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 





FOR SALE — MANUFACTURER WITH 
MARKETING facilities should investigate an 
ironing cord holder—practical—mostly wire that 
will sell fur low price and show nice profit. Ad- 
dress Box C-689, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 


MANUFACTURERS:—IF YOU ARE GO. 
ING to market a new product or wish to im- 
prove the distribution of your present products 
consult the Federated Sales Service, Inc., 729 
Boylston Street, Boston, Mass., who have con- 
tacts with and the confidence and good will o 
over 17,000 Manufacturers Agents in 30 classi- 
fications of business. 





HARDWARE STORE SITE FOR SALE 
Joliet, Illinois, population of trading area 75,000 
Widow will sacrifice three story brick building. 
built for hardware business. Second fl or has 
modern apartment. Third floor storage con- 
nected by freight elevator. Priced less than half 
of cost of building, $9,000.00; one-half cash, bal- 
ance mortgage. Address Lennon Bros., 432 Van 
Buren Street, Joliet, Ill. 


SALES REPRESENTATIVES WANTED 


NATIONALLY KNOWN BUILDERS’ 
HARDWARE MANUFACTURER requires the 
services of ceveral salesmen for middle west and 
eastern territories. Write fully. Address Box 
C-666. care of Harpware Ace, 239 W. 39th St.. 
N. Y. City. 
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SALESMEN WANTED TO CALL ON” hard- 

ware jobbers, builders’ hardware dealers and lum- 
ner dealers to carry our line of Mailo-Boxes, the 
modern built-in mail box, as an additional line. 
Several territories open. Give references, lines 
handled, and territory covered. Address—Penn- 
Greg Manufacturing Co., 133 South Tenth Street, 
ecamneemeananie Minnesota. 








BUILDERS’ HARDWARE SALESMEN TO 
SELL fast moving line of modern cabinet hard- 
ware. Territories open: Milwaukee, Philadelphia, 
Florida, California, Northwest, Pittsburgh. Ne- 
braska, Minnesota, St. Louis. Give builders’ 
hardware lines now carried. Address Box C-667, 
care of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 
NEW “SAFEGUARD” TRANSOM LIFT, 
ALSO new casement operator. Worm drive type 

burglar proof. Distributors wanted selling to 
dealers of builders’ hardwaye. Liberal commission. 
Good protected territory still open. See cur ad on 
page 131. Advise territory you cover. Address— 
Gullborg M‘g. Co., 4314 Ravenswood Ave., Chi- 
cago, Il. 








SALESMEN TO REPRESENT OLD ESTAB- 
LISHED Level Manufacturing Company, makers 
of Carpenters’ and Masons’ wood levels. Prefer 
slesman with following in hardware retail and 
jobbers. Levels have patented features not found 
in other brands. Commissions range ten to forty 
ner cent, makes a proven sideline. Address Box 
€-709, care of Harpware Acr, 239 W. 39th St., 
N. Y. City. 





SALESMAN WANTED TO REPRESENT 
WELL-KNOWN manufacturer of taps, dies and 
screw plates in large trading areas. Must have 
a following in the retail hardware and large in- 
dustrial trade. Commission and protected terri- 
tories guaranteed. All communications confiden- 
tial. Address—Charles FE. Vautrain Associates, 
Inc., Advertising counselors, 560 Dwight Street, 
Holyoke, Mass. 





ESTABLISHED MANUFACTURER WITH 
NATIONAL DISTRIBUTION only product its 
kind on market, has number exclusive territories 
available to experienced paint salesmen only, 
capable establishing dealers and accomplishing 
necessary detail work with jobbers’ salesmen. Ex- 
tremely high commission assures over one hun- 
dred dollars weekly. Car allowance. Address 
Rox C-640, care of Harnpware Ace, 239 W. 39th 
St.. N. ¥. City. 





DEALERS TO HANDLE OUR POPULAR 
priced line of Carpenters’ and Masons’ levels. Ma- 
chinists’ tool chests, Carpenters’ boxes. Our plan 
enables you to build a profitable, permanent busi- 
ness on these items. Address French Sales Com- 
pany, 5429 Helen Avenue, Detroit, Mich. 





WANTED: EXPERIENCED SALESMAN 
WITH SOME KNOWLEDGE of builders’ hard- 
ware to travel in Minnesota, Montana and the 
Dakotas for old nationally known manufacturer. 
Acquaintance with trade in territory named and 
some engineering ability desirable. Address Box 
C-698, care of Harpware Acer, 239 W. 39th St., 
N. ¥. Cite. 

SALESMEN TO SEI L GLASS AND PUTTY 
TO HARDWARE TRADE THROUGHOUT 





NEW ENGLAND STATES FOR _ LARGE 
JOBBER. MUST HAVE FOLLOWING. GOOD 


OPPORTUNITY FOR RIGHT  PARTIES- 
VERY LIBERAL COMMISSION. IF ANY 
EXPERIENCE, SO STATE. ADDRESS BOX 
C-702, CARE OF HARDWARE AGE, 239 W. 
39TH ST... N. ¥. CITY. 





SALESMEN WANTED: BUILDER’S HARD. 
WARE, PADLOCKS and Night Latches. Com- 
mission. Protected territories open: Arizona, 
Kentucky, Arkansas, Colorado, Idaho, Iowa, Min- 
nesota, Montana, Nebraska, Nevada, New Mexico, 
North Dakota, Oklahoma, Oregon, South Dakota, 
Tennessee, Utah, Virginia, Washington, West 
Virginia, Wisconsin and Wyoming. Address Box 
C-706, care of Harpware AcE, 239 W. 39th St., 
B.. ¥. Cig. 





CHROMIUM KITCHEN HARDWARE. WE 
STILL HAVE A FEW DESIRABLE TERRI- 


TORIES OPEN FOR EXPERIENCED 
BUILDERS’ HARDWARE’ REPRESENTA- 


TIVES WHO HAVE AN _ ESTABLISHED 
ACQUAINTANCE WITH BUYERS. STATE 
TERRITORY COVERED AND BUILDERS’ 
HARDWARE LINES NOW __ CARRIED. 
AMERICAN BRASS GOODS COMPANY, 140 
COTTAGE GROVE, S.W., GRAND RAPIDS, 
MICH. 


SALESMEN WANTED WHO ARE NOW 
carrying reputable line selling to department stores, 
chain stores, wholesale electrical, hardware, pre- 
mium goods, etc., and can handle an additional 
item. New, successful illuminated shaving and 
make-up mirror, dollar retailer; good promotional 
volume item. Now organizing national distribu- 
tion. Good territories still available. Write full 
particulars. Address Box C-704, cire of Harp 
warE AGE, 239 W. 39th St., N. Y. City. 


SALES AGENTS, JOBBERS, DEALERS 
AND SALESMEN WANTED IN ALL TERRI- 








TORIES. WE HAVE A FIBRE EXPANSION 
PIUG, DRILLS AND DRILL HOLDFRS, 


GREATLY IN DEMAND EVERYWHERE, 
USED BY MECHANICS IN ALL TRADES. 
SOLD BY HARDWARE DEALERS, ELEC- 
TRICAL SUPPLY HOUSES, ETC. MOST 
SPLENDID OPPORTUNITY FOR BIG PROF- 
ITS. TERRITORIES PROTFCTED. COM- 
MUNICATE WITH ANCHOR SALES COR 
PORATION. 65-67 MADISON AVENUF, 
NEW YORK CITY. 


HARDWARE AGE 
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SALES ACCOUNTS WANTED 








POSITIONS WANTED 


POSITIONS WANTED 








ArtcNii0n MANUFACTURERS! 

ARE YOU REPRESENTED IN CANADA? 
ARE YOU CONSIDERING MAKING A CHANGE? 
An establisued live wire organization located in 
Toronto, with distribution facilities throughout the 
Dominion, is open for additional fast selling, good 
repeating new or staple lines. Can either carry ac- 
counts or sell on commission hasis. 

Have good connections with leading jobbers, chain 
and department stores and can guarantee results. 
Trade and bank references gladly furnished on 
request. In replying, please state full particulars, 
enclosing literature, ete. Address Box C-711, care of 
HARDWARE AGE, 239 W. 39th St., N. Y. City 











THREE MAN ORGANIZATION SELLING 
EVERY desirable Metropolitan New York area 
hardware and lumber outlet for nationally known 
manufacturer wants another line to sell these old 
friends which will be capable of volume. Ware- 
house ‘acilities available. Correspondence con- 
fidential Ask any New York jobber about— 
James Augustin White, 2659 Webster Avenue, 
New York. 





EXPERIENCED ROAD SALESMAN WITH 
good connections and following desires position 
in Kansas territory, selling general hardware 
lines. Was retail clerk, road salesman—then 
buyer for 20 vears. Have success‘ully sold tin 
and galvanized hardware products. Seeks more 
diversified and larger line. can secure and hold 
business. Own and drive car. Al _ references. 
Address Box C-708, care of Harpware AGE, 
239 W. 39th St., N. Y. City. 


POSITIONS WANTED 


EXPERIENCED HARDWARE MAN, EX- 
PERT ON. locks, fishing tackle and fire arms, 
seeks position in New York Metropolitan Dis- 
trict. Would take part time or temporary job. 
Address Box C-710, care of HarpwarE AGE, 239 

39th St., N. Y. City. 


HARDWARE AND LUMBERMAN WITH 
11 years’ experience, capable of buying and selling 
hardware, lumber, farm_implements and builders’ 
supplies; bookkeeper. Good Health. Best refer- 
ences. Address Box C-705, care of HarpWARE 
AcE, 239 W. 39th St., N. Y. City. 


SUCCESSFUL SALESMAN, AGE 35, NOW 
employed. Well educated, capable and honest. 
Wants sales position with a reliable company. Has 
a thorough knowledge of marketing problems. Can 
furnish excellent references. Address Box C-681, 
—_ of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 


HARDWARE MAN, 53, MANAGER OF 
RETAII. store for 15 years, any location accept- 
able; experienced in the following lines: builders’ 
hdwe., mill, factory, contractors’ and cabinet 
makers’ supplies, transmission, mechanics’ tools, 
paints, varnishes and brushes, pipe and fittings. 
etc. Address Box C-665, care of HarpWware 
Ace, 239 W. 39th St., N. Y. City. 


PERSONAL CONTACT FOR TEN YEARS 
as traveling sales manager for nationally known 
manufacturer of tools desires connection in East- 
ern area, know personally buyers wholesale hard- 
ware, mill supplies and chain stores in New Eng- 
land, New York, Penns“lvania and Southern 
Atlantic States. Will consider position as fac- 
tory salesman or as manufacturers’ agent. Ad- 
dress Box C-793, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 


























EXPERIENCED HARDWARE MAN CAPA- 
BLE OF Store Management and Buying. 15 
years’ experience in both Wholesale and Retail 
Hardware. Desires position with responsible firm. 
33 years of age and at present emplo,ed. Prefer 
Pennsylvania, New Jersey, Delaware or Mary- 
land. Address Box C-712, care of ARDWARE 
AcE, 239 W. 39th St., N. Y. City. 


EXPERIENCED HARDWARE AND MILL 
SUPPLY man seeks sales territory or connection 
as store or branch manager. Fifteen years’ ex- 
perience as store manager and eastern territory 
salesman for a manufacturer. Available Sept. 1, 
1937. Can furnish references as to ability, char- 
acter and experiences. Address Box C-669, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


SPECIALTY SALESMAN, 40, LIVE WIRE, 
15 years’ large established following hardware 
trade, metropolitan area, Philadelphia, Eastern 
Pennsylvania, and Southern New Jersey. Car 
owner, employed past seven years with present 
concern but desire a change. Best of references. 
Address C-672, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 


BUILDERS HARDWARE MAN, CAPABLE. 
FIFTEEN years experience—six years on road 
selling for large manufacturer, reading plans, 
take-offs, schedules—all types of buildings. Best 
of credentials. Single. Locate anywhere. Avail- 
able September 15. A valuable asset for a large 
wholesaler either inside or outside. Full par- 
ticulars upon request. Address Box C-690, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


SALESMAN—YOUNG MAN AGE 31, col- 
lege education, ten years’ selling experience de- 
sires position as salesman, road or retail; good 
health and personality; experience in paint, varnish 
and sundry road sales and retail management. 
Can produce results. Now Icated in Middle 
West. Proposition must be good. Address Box 
C-713, care of Harpware AcE, 239 W. 39th St., 
N. Y. City. 

SALFSMAN WITH CAR, NOW COVFR- 
ING Illinois and surrounding territorv, calling 
on all jobbers, hardware and department stores, 
desires position as manufacturers’ representative, 
or will consider good specialty lines. Capable o‘ 
establishing and maintaining Chicago Office. I 
am financially res’onsible, can furnish the best 
of references, and bond, if necessary. Address 
Box C-707, care of Harpware AcE, 239 W. 39th 
m.. DB. ¥. Che. 


HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN retail and wholesale hardware. 
paints, sporting goods and kindred lines desires 
a position with responsible retail firm. Refer- 
ences. Capable of buying. bookkeeping and store 
management. [In late forties and good health. 
Free to go anywhere. Middle West or South pre- 
ferred. Salary secondary. Address Box C-668. 
rn of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 


RETAIL STORE MANAGER AVAILABLE 
POSSESSING ability, resourcefulness, ingenuity, 
who believes his 15 years’ experience, rartly as an 
executive in Hardware, Housefurnishings, Juve- 
nile Goods, Electrical Appliances, etc., fields 
should qualify him for general managerial duties 
including sales promotion work, displaying, pur- 
chasing. credits, supervision of personnel. etc. 
Have tried and proven ideas that should produce 
more business. American, age 35, married. Perma- 
nent position offering future possibilities in any 
New England or Eastern State including New 
York Citv territorv. Desired after October I«t 
Address Box C-696, care of Harpware Ace, $39 
W. 39th St., N. Y. City. 





























Hardware Personnel 


Our tiles centain applications of several hundred ex- 
perienced and well trained employees in the hard- 
ware industries. 

NO CHARGE TO EMPLOYERS FOR THIS 

SERVICE 
If we can be of any help to you, just phone 
ASSOCIATED PLACEMENT SUREAU 

152 West 42nd Stree New York C 


t ity 
WIS. 7-1802, 1803 











I AM AN IRONMONGER’S CLERK for 
well known concern in Switzerland who import 
many goods from America. Seek position with 
American manufacturer who will appreciate man 
who can speak and write French and German 
perfectly and handle correspondence with tact. 
Am desirous of perfecting my English to better 
serve you. Address Box C-693, care of Harp- 
warE AGE, 239 W. 39th St., N. Y. City. 





SALESMAN, AGED 35, 12 YEARS sales ex- 
perience in selling wholesale hardware, grocery 
and heating supply dealers. Also dealer and fac- 
tory branch work. Now living in Detroit. Five 
years residence in Milwaukee. Average yearly 
salary $3,000, not including expenses. Connec- 
tions in Michigan, Wisconsin. Illinois, Indiana 
and Ohio. Address Box C-677, care of Harp- 
warE AGE, 239 W. 39th St., N. Y. City. 


SALESMAN DESIRES POSITION WITH 
A KNOWN manufacturer. Have traveled the 
Southeastern states calling on jrbbers. Have 
a fine acquaintance with trade throughout the 
United States. Capable of buying and doing 
missionary work. Married man 45 years of age 
Would like a permanent connection. Hichest ref- 
erences available upon request. Address Box 
C-699, care of Harpware AcE, 239 W. 39th St., 
N. Y. City. 


SALESMAN—AGGRESSIVE, WITH SEVEN 
YEARS’ experience selling the Wholesile Hard- 
ware Jobbers and Mill Supply Distributors in 
the entire South, Maryland through Texas, for 
one manufacturer. Would like to represent some 
factory where his ability, acquaintance and ex- 
perience would be mutually beneficial. The best 
of references as to character and ability. Ad- 
dress Box C-697, care of Harpware AGE, 239 
W. 39th St.. N. Y. City. 


POSITION WANTED, AS SALESMAN, 
forty-two years of age, thoroughly experienced in 
hardware and mill supplies, particularly mechanics’ 
tools. Twenty years as traveling salesman in 
New York State, Pennsylvania. West Vircinia, 
Michigan, Indiana and Ohio, calling on wholesale 
and large retail hardware, mill supply and auto 
accessory trade; also large manufacturers. Now 
employed but available on short notice. In excel- 
lent health and free to go anywhere. Excellent 
references. Commission with drawing account or 
salary. Write for details or personal interview. 
Address Box C-676, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


DO YOU NEED A WHITE man, 34 years 
of age, Christian, and of good habits, who has 
knowledge of following lines: house plans, figur- 
ing and layout of warm air heating and installa- 
tions, paint and tools. Also some knowledge of 
plumbing, electricity and refrigeration. I am 
mechanically inclined and like sales work. Would 
accept job in near future or the first of the 
year. This job must give steady employment. priv 
living wage to start, and have a future. Would 
prefer Ohio district or thearbv state. but am 
open to a good offer outside. Address Box C-694, 
care of Harpware AcE, 239 W. 39th St., N. Y. 
City. 




















The Story of 





“WANT AD” 


A Business paper’s value as a vehicle for 
“Want Ads” depends upon how widely and 
thoroughly it is read in its field. Q Every 
classified advertiser in placing his adver- 
tisement in HARDWARE AGE offers spon- 
taneous evidence of his conviction that this 
paper is most widely and thoroughly read 
in the hardware trade. 


the 


Year after year HARDWARE AGE has led its field 
in the volume of classified as well as display adver- 
tising published. § Its classified columns have proven 
a valuable aid in bringing together buyer and seller, 
employer and employee. 
hardware trade most closely know, from observation 
and experience, that HARDWARE AGE is most 
widely and thoroughly read by live hardware men. 


- ++ HARDWARE AGE - - - 


Those who contact the 
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The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 
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Profile view of the new Perfect Lap Nailed down, the Perfect 
construction, showing three end- Lap forms a 3-row metal- 
crimps. to-metal barricade against 
water penetration. 


Py oR 
pee ayy 


Perfect Lap and Twodrain channel construction — 
an absolutely water-tight roof. 


A complete LINE OF ROOFING 


a % 
too gnitete Mien emote“ NYZOArain Channel Roofing 





type are complete, made and designed by Milcor 
for easy, permanent installation. 


Milcor Twodrain channel roofing with its end Lap gives 
an extra measure of protection against the penetration of 
' wind-driven water. Perfect Lap seals the-sheet lap with 
“aera a three-row metal-to-metal barrier to water. Seepage is 

effectively blocked at the lap — and at the sides by TWO- 
DRAIN channel construction. Milcor gives the overall 
dependability against any weather that your customers 
want. Heavily zinc coated, lightning-proof, fire-proof and 
easy to apply, the new Perfect Lap Twodrain roofing will 
ring your cash register with more roofing sales. 















Write for complete information. 


TEEL COMPANY 


CANTON, OHIO 
ae’? nsas City. Mo. La Crosse. Wis 
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RANGE 
RS BURNERS 


STOVE CO. § 
KANKAKEE, ILL. & EAST JAFFREY.N.H. 
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Easy Sales and 
Big Profits Hang _ 
on Small Items like Hi 


MOORE 
PUSH-PINS and 
PUSHLESS HANGERS 


And these easy sales will double 
or triple when this handsome dis- 
play cabinet is kept in sight. Na- 
tional advertising has taught your 
4 customers the need for these 
7, handy products, already in use in 

* most homes, but there is a growing 
need for more . . .aneed which this 
cabinet will quickly bring to mind. 


MOORE PUSH-PIN CO. 


Manufacturers of MOORE Push-Pins 
and MOORE Pushiess Hangers 


113-125 Berkley St., Philadelphia 


B. & C. No. 60 Screw Wrench 


An improved All-Steel Wrench for 
heavy work. The forged steel Bar 
is made oval shape giving additional 
stock and greater strength than 
square wrench bars. The Handle is 
sturdily braced and shaped to fit the 
hand comfortably and afford a firm 
grip. 7 sizes: 6 to 21 ins. Jaws open 
to % in. on smallest size to 4 ins. on 
largest size. All profitable sellers. 













AMM 








Ask Your Jobber TRADE £ 
BEMIS & CALL CO. Ba No. 60 
SPRINGFIELD, MASS. states Steel 








MOULDED RUBBER GOODS ano SPECIALTIES 


CHAIR TIPS CRUTCH TIPS 
PLAIN AND MUSHROOM BUMPERS 


¢ @ » 


RUBBER HEAD NAILS 
K TOILET SEAT BUMPERS #) 
SUCTION RUBBERS re 
SEND FOR CATALOGUE / \ fr | 


THE ELASTIC TIP COMPANY |  |( (is) JeoiRenebnanerelnl (ej 


370 ATLANTIC AVE. BOSTON, MASS. . W 


Genuine hQMES % SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 
4Oc SET -10c SET - 10c SET SAVE FURNITURE 


= iii 7” & FLOORS-CREATE QUIET 
CEE: » 
TOA | 
NWA AY aol 




















a en BS bet 2S AR. OS 62S lUeelU ee lk 























Name "Domes of Silence"’ 
Domes of Silence 


on each genuine Glide. 
Rubber Cushion Glides 


For Tile, Marble, Cement and Bathroom Floors. 
Noiseless. Sizes for metal beds, wood beds, large 
chairs and all furniture. 

















Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St. N.Y.C.| | sue mccormick SALES CO., BALTIMORE, MD. 
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ON GENUINE 


VIKG 


A MIRRO PRODUCT 


These modern VIKO utensils, with new 
features of convenience and econumy, 
represent greatest possible utensil val- 
ues. When you can offer famous VIKO 
quality and smartly modern designs at 
such low prices, you know that here’s 
your opportunity for a quicker-turnover 
promotion. 


VIKO SPECIAL PRICE PACKAGE 
NO. 280 - 


12 utensils—I1 each of the following: 



































Size Name Special Retail 
OR hn MANO csc cccsicescapscsadnearscsisdacinenes $1.29 
Be a: IN i scncaesan cas sassscisatassenencesionees 1.39 
6 Cup Drip Coffee Maker...........0.0.00.0000000.. 1.49 
8 Cup Drip Coffee Maker icksgetgcntaratten 1.69 
3 Pe. Self-Measuring Pan Set,1,1'2,2qt. 1.39 
TN asia psic Sacre ccceense -89 
G Ge. Cowered Bottles... cic... 1.29 
8 Qt. Covered Kettle... 1.59 
1% Qt. Double Boiler. ........0........0..0..ccccees 1.29 
DS Ge, Tipe Wee i.e. 1.49 
i Ti ini scssiescsssnsesconssenncios 1.99 
Ge GR, Ta OUI iiss is sscscississcrsrrincccrnns 2.29 


DEALER SELLS FOR (Special) $18.08 
PRICE TO DEALER (Special) 12.05 
DEALER MARGIN (33157 on S.P.) 6.03 


PRICES SLIGHTLY HIGHER SOUTH AND WEST 
Attractive Display Card packed with each package 
Shipping Weight, 31 lbs. 


BUY FROM YOUR JOBBER 
ALUMINUM™M,GOODS 


(Zi WISCONSIN 





MANITOWOC CLL 4 My 


/ 
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= SCREWS 


f7/7In all Head Styles, @°y9 

Metals and Finishes. || 
> Large, complete stock 
* of standard sizes. 





7HOLTITE- \, 


Reg. U.S. Patent Office 


Sold through Hardware Jobbers 


THREAD-FORMING 
SHEET METAL SCREWS 


tay 


Case Hardened —All Finishes 

















meena 


Recessed Head 


Self-Centering Las 
SCREWS 
and a” 

















Rolled and Cut Threads with , Amer- 
ican Square Heads and Nuts. 
Assembled — in Packages. Unas- 
sembled — in Bulk. Large stock 
standard sizes. 








HANGER =e t 


Plain or or Fluted Centers 










etn ‘ata ts 


Made to order in diameters of %”, 


5/16”, %”, in lengths up to 6 in- 
ches. Regularly supplied with 
Square Nuts. Hexagon and Wing 


Nuts can be furnished. 





CARRIAGE BOLTS 
ik — 


Rolled or Cut Threads with Amer- 








ican Standard Square Nuts. 
Assembled — in Packages. Unas- 
sembled — in Bulk. All types, 
sizes and metals. 





4 


SQUARE 


Zar 


SINK BOLTS 







Regularly made in steel, with flat 
heads. Two square nuts with each 
bolt. Can be furnished in brass. 
Strong. Accurate. Complete Stock. 















DRIVE SCREWS 


aie in Steel, Flat Head with 
milled- or sawed slots. Brass on 
special order. Round and Oval 
Head can be furnished. Large 
stock of popular sizes. 


delivery of regular = 
Large, com- 
ir all types Ninny 
STEEL AND BRASS 
ials to order. 











THUMB SCREWS 


Cold forged and roll i 
threaded to close limits. 
Accur- 
ate, uni- 
yy ax & aah The stock 

finish is plain steel,can be ! 
furnished in all finishes. 






“aaa A aA A A ATA A A A Aad 


y tow ital Ott tle edhe 













|| TUBULAR RIVETS 


i rrr 


Steel and Brass. Semi or Full Tubu- 


lar. All head styles and finishes. 





These rivets are uniformly true to 











gauge, with correct setting qualities. 





New Bedford.Mass.. 





head styles — Flat, 
} Round, Oval, Stove. 
plete stock 
carried tor 
and finishes. 
Accurately cut. -” 
ALL FINISHES 
$82) Prompt delivery ‘from 
ESCUTCHEON PINS 


BOLTS 
All sizes. 
prompt deliv- 
MACHINE 
complete stock of 
Complete Stock 


Large stock, prompt : 
NUTS 
fm ery. Furnished a 
SCREWS 
standard sizes. Spec- 
in Steel and Brass 








CONTINENTAL SCREW CO 
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FINISHING WASHERS || 
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Steel and Brass Countersunk and 
Brass Flush Finishing Washers. 
Ebony, Bright Nickel and Gilt Fin- 







ishes carried in stock. 





HARDWARE AGE 








